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WA. 


VERY THURSDAY 


Cyclone “4.5” Chain 
Link Fence 


The newest thing in lawn fence. Made of 
high quality steel, heavily galvanized after 
weaving just like the famous Cyclone Indus- 
trial Fence. Can be erected on steel or wood 
posts. A steady seller—a sure money-maker. 
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Garcu-ALL 


Basket 
Here’s an all-year seller. A rubbish 


basket and burner in one. Close 
mesh keeps burning fragments con- 
fined—no fire hazard. Every home, 

school, store, park, etc. needs this 
Cyclone convenient burner basket. Sells 


Lawn Fence in big volume. Shipped in lots 


Always in big demand. °*pro hit TIAA we == of one-half dozen or more. 


Nationally advertised. It’s We also make Cyclone Burnit 


featured in the leading up- Baskets — the smaller, popu- 
to-date hardware stores. lar priced baskets for doz- 
Branded with the famous te YC One ens of uses. Making a hit 
Cyclone “Red Tag”. Here Uy with dealers everywhere. 
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is a real live item that 
builds volume sales and 


good will. 
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Tag” Wire RRR 
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Sc reen Cloth AND PRODUCTS eugea mene ue 
PROPERTY PROTECTION PAYS Jae al ie i 
It sells on quality. It sells uaa ryt 
on name— identified by the {tye 
famous Cyclone “Red Tag,” \: rp U 
the symbolof quality. Noted RUEHI : 
for its flawless, uniform Pera 
weave. Easy to handle—lies flat, no curling. Painted dps SSS 
black, galvanized, bronze or copper. Widths 18” to 48”. he y 
Order these Cycloné ty ‘ 
If he cannot sup "Ny 


CYCLONE FENCE COMPA 


Branch Offices in 
Pacific Coast Division: STANDARD 


SUBSIDIARY OF UNITED 


©1931, ©. F. Co, 


AMERICAN BRIDGE COMPANY PRINCIPAL SUBSIDIARY 
yom AN SHEET AND TIN PLATE COMPANY COLUMBIA STEEL COMPANY 

MERICAN STEEL AND WIRE COMPANY 

ARNEGIE STEEL COMPANY : iG & Dry Dock Co. 


Pacific Coast Distributors:—Columbia Steel Company, Russ Building, San Francisco, California Export Dis 


ell “TRANSFORMATIONS” 


Corbin offers authen- 
tic hardware repro- 
duct ons for every 
architectural period. 
This photograph 
courtesy of 
DELINEATOR. 


EW low prices for materials and 
labor have brought about a sudden spurt in the 
re-modeling of old houses. 

A number of Corbin hardware dealers have 
hooked their sales efforts to this new “transfor- 


mation” appeal with fine results. 


Correct builders’ hardware is vital to any re- 





modeling job—and Corbin offers authentic 
reproductions for every architectural period— 
Colonial, Early English, Georgian, Spanish, etc. 


Write us for some helpful tips on how to get 
more hardware sales from this source. Address 
your letter to Bureau 11, Advertising Dept., 
P. & F. Corbin, New Britain, Connecticut. 


© 1931 PFC 





GOOD BUILDINGS DESERVE GOOD HARDWARE 








HARDWARE a published every week by the /RON 
York, N. ¥., A. Established 1855. 
(Printed in U. 8S. A.) $1.00 per year. 


AGE PU BLISHING CO. 


Entered as second class matter May 22 
Single copies 15c. each. Vol. 128, No. 
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“Division of United Business Publishers, Inc. 
22, 1913, at the Post Office at New York, under the Act of March 3, 1879. 
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DOWN TO SEE 


WENT A GROUP 
OF ENGINEERS 


Galvanized bolting material has 
its own fit and finish require- 


menis...an RB & W case history 


A LARGE American republic had 
placed orders for construction of 
naval destroyers and scout cruisers. 
The ship building company which 
received the contracts ordered gal- 
vanized bolts from R B & W, to be 
made in accordance with the speci- 
fications furnished by the navy de- 
partment of the government that 
had ordered the vessels. 

But the specifications required a 
fit of bolt and nut which is not 
necessary in marine work, and which, 
in galvanized material, required re- 
ducing the thickness of the gal- 
vanized coating, with a consequent 
weakening of protective resistance 
to the ravages of the elements. The 
R B & W order department sent 


the order to our Engineering Serv- 
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ice department for instructions. (Of 
course, it would have been a simple 
matter to overlook the faulty speci- 
fications and ship the order as re- 
quested.) 

After considerable correspond- 
ence and other negotiation, the 
R B & W Engineering Service ar- 


ranged to call on the navy’s con- 
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SOME SHIP BOLTS 


A pickling room operation in an R B & W plant, in which scale and dirt are 
removed from raw materials. 


BOURKE-WHITE PHOTO 










struction engineers and specification 
wrifers with a representative of the 
ship builders. A brief demonstra- 
tion and explanation with specimen 
galvanized bolts resulted in a con- 
sent to revise the specifications and 
a ruling that bolt and nut fits as 
furnished by R B & W would be 
approved by the inspectors. 


Give your customers the best—always 
specify R B & W Empire Brand on 
your bolt and nut orders to your jobber 


RUSSELL, BURDSALL & WARD BOLT & NUT CO. 


ROCK FALLS, ILL. 


PORT CHESTER, N. Y. 


CORAOPOLIS, PA. 


Sales Offices at Phila., Detroit, Chicago, San Francisco, Los Angeles, Seattle, Portland, Ore. 


3 















ANNOUNCING 
a most distinetive new watch 



































Compensated for temperature changes; de- 
fies heat and cold, enemies of timekeeping 
accuracy... Silvered dial with raised 
numerals... Double stitched, removable 
leather strap ... Diamond-cut escape wheel 





Curved to Fit 





Actual Size 


“Tip-Top ELITE” 


Retails at only 


“OD. 


Beautiful + Serviceable +» Accurate 
Styled to Compare with the Finest 
Priced to Compete with the Lowest 


Features of “ Tip-Top ELITE” 


.. Pinions, balance staffs and mainspring 
arbors polished and hardened... Krack- 
proof Krystal ... Small, smart case, chro- 
mium plated... Curved to fit the wrist. 
.. . Attractive black and red package. 


the Wrist. 


A product of 
THE NEW HAVEN CLOCK CO., NEW HAVEN, CONN. 
Watch Division 
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THIS famous line — product of two 


great names —still leads the field in 


value. Check particularly prices and 


discounts. New Haven-Westinghouse 


Clocks, supreme in quality, are priced 


in line with the times. They are sold 


under a policy which protects the 


dealer’s prestige and profits. 


SPECIFICATIONS 


JUPITER — Case of Antique 
Mahogany 174" long, 8" high. 
New 60 R. P. M. Whitehead 
Motor built by Westinghouse, 
manual starting. Retail $9.95 


DEB — Graceful, moulded case, 
614" high.-Timepiece movement 
with new Whitehead 60 R. P. M. 
Motor built by Westinghouse, 
manual starting. Retail $5.00 


TIME SWITCH and electric 
Clock. Meets a need in every 
home. Self-starting motor. 
Switch is simple yet positive. 
Retail $12.50 


ELECTRIC ARTLARM— 
Moulded case 53," high. Self- 
starting motor with self-wind- 
ing alarm. 

Retail (plain dial) $7.95 
Retail (radium dial) $9.45 


Also available in pastel beetle- 
ware at slightly higher prices. 


WALES — Case of pastel beetle- 
ware 8Y" wide. Self-starting 
motor with Automatic Control 
on dial; “jump” second hand. 
Blue, green and old ivory. 


Retail $9.75 


THE NEW HAVEN CLOCK CO., New Haven, Conn. 


NEW HAVEN-WESTINGHOUSE 


Ekechic Clocks 











WALES 





ELECTRIC 
TIME SWITCH 











A complete, efficient brush department 







a = & brings all these 
profit-making 
advantages... 


+ tw $49.75 


@ Cuts brush investment one-third to 
one-half. 


@ Installs simplified model stock con- 
trol. 


@ Speeds sales—saves time. 

@ Increases brush sales through better 
display. 

@ A real bargain in 26 nationally adver- 
tised Wooster Foss-Set brushes. 









EASY TO 
INSTALL... 


Simply screw two hooks 
into the vertical paint 
shelving—attach panel. 
























PANEL 
SWINGS .... 


Flush to shelving, left 
or right, brushes dis 
played on both sides. 


PLAS SAE ERR ROS 











ET this new idea of a modern brush depart- 

ment—you'll never go back to old time display 
and stock control methods. Think of it! With the 
Wooster Sampler: a complete brush line gets domi- 
nant display in space hitherto unused; you can re- 
duce your brush inventory to only 10 lines of na- 
tionally advertised Wooster Brushes—yet sell the 
proper brush for every paint job; you can keep a 
balanced stock and hold brush investment to a min- 
imum with the handy Wooster Sampler stock con- 
trol system. 
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BRUSHES 
CLIPON... 


Easy to remove or to 
replace. A convenient 
time-saving feature. 










We are not asking you to buy an assortment. The 
simplified brush selling system, the metal display 
panel, the model stock control sheet, the special ad- 
vertising is yours at the cost of the 26 brushes alone. 
At only $12.75 isn’t it worth a trial? Ask your job- 
ber or mail this coupon. 

















SIMPLIFIED 
STOCK 
CONTROL... 


sheet makes it possi- 
ble to keep a_ well- 
balanced, model stock 
at all times. 














The Wooster Brush Company h-11-19-31 
Wooster, Ohio 


We want to cut our brush inventory and increase turnover and profits. 
Please send the complete Sampler deal with the 26 brushes on approval 
at $12.75, including model stock control and simplified selling plan, adver- 
tising displays and other selling helps. 
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Just Stop and Think! 


E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


You will note, from all accurate sources of information, that the large, 
over-expanded industrials are the ones which are in trouble today—while the smaller, 
well-managed concerns which did not water out their capital structures, through con- 
solidations, mergers, stock split-ups etc., are today going strong. 

The sound, smaller units are, therefore, able not alone to build better quality into their 


products, but also to sell these products at lower prices, and still make a reasonable 
profit, as they have no inflated load to carry. 





a —o * aS This is a question of great importance to 
ee the merchant who, after having struggled to 
build up volume on a certain branded article, 
was first rudely awakened to the fact that the 
article he had been pushing was no longer 
made under the same trade mark—due to some 
consolidation—while now he is running even 
a greater risk by sticking to a source of supply 
which is inflated. 














Clover Mfg. Co. is running on a lower overhead today than at any time in its long 
history—it is turning out higher quality goods than at any time—it is able to produce 
at low prices at a profit. It is well financed—well managed and independent. The trade 
mark “CLOVER” has always stood for quality. Business built on ‘Clover’ remains 
yours—it is not taken away. 


Here is food for thought in making new, 
better and more permanent connections to- 
day for the better times in years to come. 








E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 
You may send me, without obligation, samples of: 


Clover Manufacturing Company | eaten: Santoaien 
NORWALK. CONN. U. S. A. [Ret -Stripe Turkish | Emery C Cloth—for polishing. | 











Yellow-Stripe Aluminous Oxide Cloth—for cut- 
_|ting hard metals. The universal shop abrasive. 
SANDPAPER Clover Grease-Mixed Grinding Compound. 


\Clover Water-Mixed Valve-Grinding Compound. 
METAL-CUTTING CLOTHS ee ete ED i Sei 


Name 


CLOVER GRINDING AND LAPPING COMPOUNDS Address dots =2t Hoe OE: 


Character of business 
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Up it goes-and away! 


& if by magic, at just a slight lift of the door handle, heavy 
garage doors glide up—up and away overhead, safe from the 
danger of slamming or of being accidentally bumped; away off 
the floor, with every inch of space available for the use of the 
car. And modern inventive 
genius has accomplished all 
of this in the designing of 


Natienal 


No.900 Door Set 


This exceptional set embodies many 
exclusive features which promote its 
smooth, gliding action and its efficient, dependable service. The hardware is 
mounted on the inside of the door, safe from deterioration. This popular method 
of furnishing doors complete with the various hardware units mounted in place is 
alone a strong sales factor which appeals to the builder because of the great saving 





in installation costs. 


sizes are available and in stock. 


National Manufacturing Co. 





Doors 8 feet wide by 7 feet high Easier to heat Ample space above car 


The most popular size set is for the 8 x 7-foot opening. A large variety of other 


Write today and get full particulars about this fast selling door set. 


STERLING 
ILLINOIS 





National 


makes hardware to 
serve every building 
purpose—a complete 
line. The items be- 
low are all big sellers: 
Sliding Door Hangers 
Sliding Door Rail 
Garage Hardware 
Door Latches 
Screen Hardware 
Strap and Tee Hinges 
Half Surface Butts 
Mortise Butts 
Ornamental Hinges 
Cupboard Turns 
Sash Locks 
Sash Lifts 
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eg 3 es LET US TELL YOU 
Thal Something reget 
jucl aa important aa FOR ITS DEALERS 


The biggest sensation of the 
tire industry ...a method 
that brings in two sales for 
one ...a sales record- 
breaking achievement with 
our dealers everywhere. 


This letter is typical 

of the congenial re- 
lationship existin 
between PHARI 

distributorand factory. 

his ...as much as 

_ anything . .. sells tires! 





PHARIS ¥iies 
TIRES 


PHARIS TIRE AND RUBBER COMPANY... NEWARK, OHIO 
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NoMar Rests are standard equipment on 
all Stewart-Warner Radios. Women who 
see how these NoMars protect floors will 
want them on all their furniture. Think 
of the great market this opens up for 









We've opened up a 
BIG ACTIVE MARKET 
or NOMAR furniture rests 


Nationally Advertised Products 
now have NoMARS as standard 
equipment ... thus an entering 
wedge into thousands of homes has 
been established . . . creating a de- 
















advertisements in @& 
homes telling the @ 
NoMar Rests for § 





















Such nationally known 
manufacturers as the Kar- 
pen Company equip their 
finer furniture with No- 
Mar Rests. They realize 


the extensive demand for 


this type of floor protec- 
tion 























(Above) 
Mars 


mand for more NoMAR Rests.. 


Here’s proof of a growing de- 
mand for NoMar Rests. All you 
have to do is DISPLAY them 
and they'll sell themselves. 
Women recognize their value the 
minute they see them — and 
they’ll want them on their furni- 
ture. 

Keep NoMars in your open table 
displays and cash in on this live 
source of profits. 

NoMar Rests protect floors, 
rugs, carpets by distributing the 
weight of furniture over a broad, 
smooth surface, eliminating the 
marks and damage caused by 
small metal slides. They are 
easily installed—add finely fin- 
ished appearance—slide smooth- 
ly—never work loose and are un- 
breakable. 


‘‘Socket’’ No- 





for furniture 


legs bored for enters. Start NoMars working for you 


‘‘Drive-on'’ NoM H 
for furniture that ‘e in your store today. 


not. 


They’re 
real profit earners. 


Ask your jobber for NoMar Rests. 
Write for Catalog No. 106 


THE BASSICK CO. 
Bridgeport, Conn. 


Bassick 


“for 35 years the buy-word for fine 
casters and floor protection equipment” 
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waterproof oils. 
sample sets and 
picturesque display 
given FREE with 
Dealer's Complete 
Assortment. 








flivid 
new 2OC 


PAINTER’S Size Tube of 


PURE OIL 
COLORS 





SENSATION 


eee ee '= 















SheHield 
PURE 
(0) | Ral of 0} Ke) 


GROW PUR UML om, 





















CHROME 
YELLOW 








with 10c Size Tube Assortment 


This beautiful Jade Green Lacquered 
Metal Stock-Display Cabinet (16”x114 "x 
4”) with individual compartments—also 
stunning Color Card—absolutely FREE 


“Ground in Pure Linseed Oil” 


Three to four times the value of the popular 
Sheffield “dime” tube—at only twice the 
price! This Painter's size is now available 
for your trade in all the 20 rich colors that 
make up the Sheffield Pure Oil Color line. 
Don't delay displaying the attractive Nested 









with Dealer's Complete Assortment. 


162 


Water Applied, Slide-Off 


TRANSFER SETS} 


No varnish or adhesive needed— 
simply dip in water and slide-off. All 
Only 25c. per set. 33 








125: 


100% Profit! 


color. 


Display Carton, packed with three of a 


50% Profit 


Every dealer has wanted this! 


DECORATIVE 
ENAMELS 


in glistening glass jars 


A master merchandis- 
ing stroke by Sheffield 
—in 20 master rainbow- 
rivalling colors. l5c. 
and 35c. sizes — just 
what your customers 
demand, and you have 
been unable to supply. 


FREE _ beautiful 4-ft. 


lacquered metal revolv- 
ing floor display occu- 
pying only 16 inches of 
floor space. 


FUE ~.. chatce assort- 
ment of Sheffield Water- 
Applied Transfers — all 
10c. sellers—amounting 
to an extra $5.00 clear 
profit. 


Complete cost to dealer 


2627 


Retail value, $40.00 plus 
$5.00 profit from sale 
of Transfers. 


Over 65°, Profit 


15¢ 


ee 

(Prices — slightly 

higher west of 

the Mississippi 

and south of 
Tennessee. ) 
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Combination 
Cans 






— 


70c seller 





ae 40c seller 


er GOLD or 
SILVER PAINT 


Biggest-value combination packages ever 
offered. Made of Sheffield superfine 
pure metal bronzes and Sheffield heat- 
resisting liquid. Every can contains 
wide —T jar - 

Bronzing iqui H 
and a_ée separate Over 60% Profit 


carton of Bronze. 











repeats. 


If it’s a Sheffield Quality Product, it sells quicker... 
Order from your jobber. 


you make more on it... 
Jobbers, write for discounts. 


and it 


THE SHEFFIELD BRONZE POWDER & STENCIL CO. 


$817 Kinsman Road, Sheffield Bidg., Cleveland, Ohio 






NOVEMBER 


19, 1931 





Canadian Factory: 426 Queen St., E., Toronto 
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New! 


Stanley 


Socket Chisels 


to sell at popular prices 


The blade and socket of these new 
Stanley Chisels are forged from one 
piece of steel . . nowelded socket. 


N this new line of Socket Chisels, Stanley 
offers you a standard of quality never 
equaled before in popular priced chisels. 


“One Piece” construction of blade and 
socket, electric furnace tool steel, individual 
testing for correct temper, and thoroughly 
seasoned hickory handles with protecting 
leather washers guarantee uniform high 
quality. All this at a price which cannot help 
but make them fast moving items. 


Three types — 
Firmer, Pocket and Butt 


all with uniformly beveled edges 









No. 720 No. 740 


Bevel Edge Firmer Bevel Edge Pocket 
6 inch blades 4% in. blades 
Made in 12 sizes from 1 in. Made in 12 sizes from 1 in. 

to 2 in. blades. to 2 in. blades. 


Send for complete information and prices on 
this new development in popular priced tools 


THE STANLEY RULE & LEVEL PLANT 


New Britain, Conn. 


No. 750 
Bevel Edge Butt 
3% in. blades 
Made in 12 sizes from 14 in. 
to 2 in. blades. 


IN SETS 





4 
i 
3 
; 








Each of the above Chisels are packed in 
handy sets of 6 in heavy, waterproof 
canvas kits. Sets consist of one each: 
Y in., W%in., % in., 1 in., 114 in. 

1}4 in. widths. 


TOOLS 





1 


STANLEY 


HARDWARE AGE 
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Measure-Marked 





The Only Trade- 







marked and Self- for Your 
measured Screen Convenience 
Cloth Made 


Pn Te ee — 
Senet eBoy RS, mete. 


Measured and marked every six inches, Sun-Red Edge Screen 
Cloth saves time on every transaction—prevents mistakes in 
cutting — gives your customers their exact requirements — 
prevents rust under nailing strips—and assures you your 
rightful profit on every roll. ; 

You buy no odds and ends in this better cloth—it comes 
in continuous lengths of perfect cloth. Unmistakably identi- 
fied by the Sun-Red Edge, it is a trade-marked article that 
your customers can buy—and repeat—with every assurance 
of satisfaction. 

Sun-Red Edge AluminA, Black Painted, and Copper-Bronze. 
Distributed only through our jobbers. 















REYNOLDS WIRE CO. 
DIXON, ILLINOIS 
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DEPENDABILITY! 


Interruption in water service! What a commotion! Everyone starts to complain. Failure of pump 
performance brings instant pump condemnation. That’s why Myers Self-Oiling Power Pumps (See 
detailed illustration) are built under such rigid standards. Designed by pump experts, mechanically 
correct, accurately machined, perfectly lubricated, sturdy, fool-proof and extremely economical to 
maintain, they are trouble free and give lasting satisfaction to those who depend on them for their 


daily water supply. 





OIL IS 
DELIVERED 
ON GUIDE POST 
ABOVE CROSS 
HEAD AT EACH 
STROKE 











ON EACH DOWN 
STROKE THE 
LOWER END OF 
CROSS HEAD 
DIPS INTO THE 
OIL, CARRYING 
THE OIL UP 
THE POST 





HINGED 
MOTOR RAILS. 
ADJUSTABLE 
TO TAKE UP 
SLACK IN 
CHAIN, AND 
TO Fit 
DIFFERENT 
MOTORS 














ADJUSTING 
BOLT-RAISES 
OR LOWERS 











THE MOTOR, 
TO ADJUST 
CHAIN 





WATER 2 7 
DEFLECTOR- "ae a 


PREVENTS * Yer 


WATER FROM 
ENTERING ; 
y SELF-OILING 
POWER HEAD) 


OIL CHAMBER 
~ \ PATENTED | 
- . iis a 








SELF-OILING 
AND SELF- 
CLEANING 
BEARINGS 

















EXPANSION 

PLUNGERS-TO 

TAKE UP 
WEAR 














AIR CYLINDER 
FOR FORCING 
AIR INTO 
PRESSURE : 
TANK . OIL PUMP- 
THROUGH DELIVERS 
DISCHARGE g OIL ON POST 
LINE ‘ ni ABOVE 


iz CROSS HEAD 


AIR CONTROL 
VALVE-TO 


REGULATE t 
AMOUNT OF 7 
AIR IN TANK 


























SUPPORTING PROJECTION 
(A) ON GEAR CASE THAT 
CARRIES THE ENTIRE WEIGHT 
OF WELL PIPE 





APRON OR SHIELD TO 
PREVENT SURFACE WATER 
FROM ENTERING WELL 














To the clear thinking, far sighted dealer who is looking to the future for increased pump sales and 
profits, the Myers Line offers exceptional opportunities to cash in. Year-through business—no 
off-seasons—an ever widening market and a well established line to take care of it. Your inquiry 


will have our prompt attention. 


THE F. E. MYERS & BRO. CO., ASHLAND, OHIO 


PUMPS—WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 














HARDWARE AGE 





NOVEMBER 19, 


through Storm Windows glazed with 
Pennvernon 


TORM windows glazed with Pennvernon Win- 
dow Glass effectively shut out the icy blasts 
of winter and keep the home cozy and warm during 
the cold months. But they do more than that. 
They afford a clear, undistorted view of the 
scenes beyond them. Looking through a Penn- 
vernon Window protected by a storm window 
glazed with Pennvernon, you would never know 
you were gazing through two thicknesses of glass. 
The explanation of this life-like transparency lies 
in the exclusive method by which Pennvernon 
Window Glass is manufactured. Our special pro- 
cess assures greater brilliance of finish on both 
sides of the sheet, with 100% better reflection and 
a remarkable freedom from distorting defects. 
And best of all, storm windows glazed with 
Pennvernon more than pay for themselves by the 


1931 


savings in fuel they effect for the householder. 

Stock Pennvernon Window Glass and get your 
share of storm window business. Pennvernon is 
available at all the warehouses of the Pittsburgh 
Plate Glass Company, at glass jobbers, 
and in sash at the better sash manufac- 
turers. Write for samples of this brighter, 
clearer glass. Address Pittsburgh Plate 


1S FILED 


our CATALOGUE 


SWEET'S 


Glass Co., Grant Building, Pittsburgh, Pa. (551! 











“The recollection of QUALITY remains long after the PRICE is forgotten” —E. C. SIMMONS 


16 HARDWARE AGE 





We Want 


the Best 


Mr. and Mrs. New-Home-Builder, of course, 
they want the best—and when that new home 
builder steps up to your counter, he is rep- 
resenting future business. When he says 
“the best”—nothing but the best will bring 


Make them Life Customers 
Sell them WICKWIRE Cortland Bronze 


Sell them WICKWIRE CORTLAND BRONZE, the wire screen cloth for the man 
who cares—the wire screen for hard knocks and severe weather conditions. 


WICKWIRE CORTLAND BRONZE is made of a special alloy, 90% copper and 
10% zinc. It has the elasticity of hard wire steel cloth and a high tensile strength. 
The finest rust resisting, durable wire screen cloth on the market today. 


GRAYWICK: The most popular of all wire screen cloth, rust resisting and durable. 


CORTLAND BLACK: To meet the demands for a durable uniform wire screen 
cloth at a popular price. 


PREMIER: For severe service. 50% heavier than standard grade and made from 
tust resisting copper-bearing steel. 


For an increas- 
ing business 
and more prof- 
it, carry the 
complete Cort- 


land line. 
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What does Service mean 





ROM a modest beginning of a plant 34 x 82. 
feet, erected in 1839, we have grown to the 
present sizeable factory of today, covering 

fourteen acres of floor space. 


[his is your factory, ready at all times to serve you with your 
requirements of builders’ hardware. Our designs, service, and methods 
have kept pace with the changing conditions and we offer today the 
most distinctive builders’ hardware manufactured, as evidented by the 
forty-two special designs in French, English, and Modernistic Schools, 
recently created for the new Waldorf-Astoria Hotel of New York City. 


Why not avail yourself of every service that 

we have built into our organization, for the use of ISsW 

satisfied customers, since 1839. } ERA 
- Betinctiv: oN 


HARDWARE 


RUSSELL & ERWIN MANUFACTURING COMPANY 


(The American Hardware Corp., Successor) 
New Britain, Connecticut New York Chicago London 
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They Keep Cropping Out— 


O many advantages of our new set-up have already put in 
their appearance that we say, of course with profound 


apologies to Mr. Buick—“When better shovels are made, A. B.W. 


will make them.” 


This is not a boast, either. It is simply an admission that if this 
is not so, we ought to be ashamed of ourselves. We have so much 
here in the way of facilities to test and improve shovels for better 
shoveling performance, that we just cannot help bringing more 


to the trade every month. 


Do not mistake this statement. The governing influence behind 
our ideas of improvement is that we do not invite early obsoles- 
cence by endeavoring to market trick or immature ideas. We 
only want improvements that you will be as proud of ten years 


from now as you are today. 


Manufactured and Warranted 


| OLIVER AMES | 


'~ AND SONS, y 
; id NORTH EASTON. Mass.S.A. 
ee 


aN 22 EKA BALDWINTOOLWORKS 
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Marketing Plans Come In 
For Their Share 


HE benefits of our new line-up are not all confined to 
| poe improvement. Marketing plans are taking form now 
and they have been enriched by many striking advantages. You 
will find much of interest and profit in the improved marketing 
methods. For they have been developed to match your needs. 


We have no false idea of our importance. Neither have we any 
other allegiance, nor any reason to build up a defense against any 
type of shovel or handle. Our wide and complete line permits us 
to view each product solely from the standpoint of the work it 


is to do. 


This is a particularly fine period to talk facts—to rate worth in 


relation to work without ballyhoo or bombast. And through 
straightforwardness to produce an honest profit for all trade 


factors and ourselves. 


We are now working on new literature for all our leading lines. 
You will like it. We would welcome requests for booklets or 


leaflets covering the brands that you handle. 


AMES - BALDWIN - WYOMING 
SHOVEL CO. 


NORTH EASTON, MASS. 





Operating Plants in 
ALTON, ILLINOIS ANDERSON, INDIANA MONTPELIER, INDIANA NORTH EASTON, MASS. 
PARKERSBURG, W. VA. PITTSBURGH, PENNA. WYOMING, PENNA. 
























The President’s Organization on Unemployment Relief is non-political and non-sectarian. Its purpose is to aid local welfare 
and relief agencies everywhere to provide for local needs. All facilities for the nation-wide program, including this advertisement, 
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Berween October 19th and November 
25th America will feel the thrill of a great spir- 
itual experience. In those few weeks millions of 
dollars will be raised in cities and towns 
throughout the land, and the fear of cold and 
hunger will be banished from the hearts of 


thousands. 


Be sure that you do your part. Give 
to the tunds that will be raised in your commu- 


nity. Give liberally. 


And know that your gift will bless 
yourself. It will lift your own spirit. More than 
anything else you can do, it will help to end the 
depression and lay the firm foundation for 


better times. 


The President’s Organization on Unemployment Relief 


Warum $-eraonk 


Director 


Committee on Mobilization of Relief Resources 


Chairman 


have been furnished to the Committee without cost. 


1931 
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RINGCO BRAND 
CHROMIUM FINISH BATH ROOM FIXTURES 


No. pany 
Many dealers are increasing sales by offering Enduring Chromium 
Plated Bath Room Fixtures (all made from solid brass). 
Write for copy of Chromium Folder “XA” which illustrates our 


entire Chromium Finish line. 
MADE BY 


AMERICAN RING COMPANY 
WATERBURY, CONN. 


SALES OFFICES WE MAKE ALSO 
EYELETS—GROMMETS 
N 
BOSTO FERRULES—BRASS CASTINGS 
NEW YORK ° UPHOLSTERER’S NAILS 
CHICAGO ; ‘ FURNITURE HARDWARE 
LOS ANGELES : SPECIAL BRASS GOODS TO ORDER 














LOW PRICED 
FOR HOME NEEDS 


STANDARD SINCE 1810 
SASWHIYNd ALWVYLNIDNOD 


BLOTORC . 


A new, higher quality and lower priced 
blotorch, made by Turner, is enough informa- 
tion for any hardware dealer to put that item 
in his stock. The No. 30-A Turner is built 
especially to give the occasional blow torch 
user finer blow torch performance than ever 
before. Its price is extremely attractive. Ask 
your jobber for complete information or write 


direct. 
RASSWORKY ,) 


! oe lier. Ill. U.S.A. 


Some of the products made by 
™ATLAS TACK 


CORPORATION 
FAIRHAVEN, MASSACHUSETTS 








ATLAS QUALITY HAS BEEN 
ONIIGNVH PY? LHOWdd FAVS 
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Round up 
that Army of Dimes 


PUT this Savabrush top-o’-counter — vest pocket edition of Sava- 
display at work in your store—and brush that brings ’em back to 
watch the dimes come trooping in! life. Dapper little fellows, lined up 
No matter how strict the outer in orderly regimental rows, 24 
guard, every stray dime that wanders to the container. No wrapping; 
into your store is bound to heed this no talking; no fussing. A self- 
call to the colors. Then—it’s forward seller and a double-quick 
march to the till! This Savabrush one! For prices and profits 
display container is much more col- ask our recruiting agent, 
orful than before—yet takes up less your jobber ... Schalk 
room than ever. It will pep up your Chemical Co., 357 E. 
pick-up sales just as surely as Sava- Second Street, Los 
brush peps up old brushes... Any Angeles. Eastern 
idea how many “caked up” brushes Branch: 3932 
are lying around your neighborhood? South Lincoln 
You’d be surprised! And here’s a 10c Street, Chicago 


SAVABEUSH 
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Every Community is a Good Market for Osborn Brushes 






Your Market 


for Brushes surrounds you. Every one 















of your customers has uses for one 






or more types of Osborn Brushes. 





Your Reputation 


forselling quality merchandise is your 












biggest asset. Every Osborn Brush 









is quality built to do good work. 





Your Opportunity 


to build better brush business is here. 






At one stroke, by concentrating on 








sel the quality line of Osborn Brushes, 
a eS aeey yee you simplify inventory, quicken turn- 
. non nits fe ke over and assure maximum profit. Co ee | 
“7 - it¢ Fin: gy: a | (Piped 





THE OSBORN MANUFACTURING COMPANY = = 
5401 Hamilton Avenue : Cleveland, Ohio Vie } 






Sales Branches: 
NewYork . Detroit - Chicago - San Francisco - Los Angeles 
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ie 
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The Modern Hardware Store is 
recognized as a source of supply 
for quality merchandise and is ; 
| therefore a logical distributing  cmemmeeemete | 
| point for Osborn Brushes. j 

























Se ‘le | f J f Mt 4 
Osborn Brushes Meet a Great Range of Brush Needs 
PAINT BRUSHES Kalsomine Brushes SWEEPING BRUSHES CLEANING‘BRUSHES 


Roof Brushes Floor Brushes Counter or Bench Brushes 


Glue Brushes Floor Waxing Brushes Blue Handle Household Brushes 
Window Cleaning Brushes 









Varnish Brushes 
Wall Brushes 










Soft Hair Flowing Brushes Upright Bass Brooms Sontenety Maines 
Stucco Brushes Sash Tools Fibre Push Brooms Scrub Fe nc 
Whitewash Brushes Marking Brushes Wire Push Brooms Miscellaneous Brushes 





COSBORE® 
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You CAN GET JUST ABOUT 
EVERYTHING FROM SARGENT AND 
YOU KNOW IT’S SARGENT QUALITY 





SARGENT) 








THE SARGENT CATALOG is the 
handy book for hardware dealers. 
Just about everything in it. Want 
to stock up on builders’ hard- 
ware? There’s the complete line, 
every kind, and good designs in 
the whole price range. Locks? 
You can select your cylinder- 
locks, unit locks, padlocks, night- 
latches, tools, planes, squares, 
door closers, ice picks, food chop- 
pers, bright wire goods — the 
greatest array of items you’ve ever 
seen between two covers. It is a 
great convenience to concentrate 
on the Sargent line. Sargent can 
supply you with a greater propor- 
tion of your stock than any other 
manufacturer. And then with 
Sargent goods, you can always 
count on quality. Sargent & Co., 
New Haven, Conn.; New York; 
Chicago. Belleville-Sargent & Co., 
Ltd., Belleville, Ontario, Canada. 


SARGENT 


a ee Oe A N OD H A R BD W Be. & 
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MEET 
Mr. FAST 


and 
Mr. SLOW 


Au customers are one of 


two ways. 


There is the quick, impulsive 
customer I call “Mr. Fast” and 
the deliberate, reasonable cus- 
tomer I call “Mr. Slow.” Each 
must be sold in his own way, 
and you cannot get the two 
treatments mixed without risk- 


ing the sale. 


“Mr. Fast” wants to be sold 
quickly by suggestion. He 
knows what he wants and makes 
up his mind quickly. Concen- 
trate on selling him one Atkins 
“Silver Steel” saw and make a 


quick demonstration. 


“Mr. Slow” wants a lot of rea- 
sons why. He wants to see what 


you have to sell and you must 


go through all the steps of sell- 
ing him. 

But the big point is they both 
want the same thing. 


All your customers belong to 
one group or another. Some- 
times the same customer will 
belong to a different group un- 


der different conditions. 


But remember, both really 
want the value of quality in ser- 
vice, and whether they buy fast 
or slow it will pay to sell them 
a genuine Atkins “Silver Steel” 


saw or tool. 


(Signed) 


hs 





THE SLOT MACHINE SALESMAN 


Mex you a real salesman, or a “slot machine”? Next week Sam Sayles 
shows you how to analyze yourself to determine just how good you are at 
selling, in his final messages of the series. We are making up a folder of Sam’s 
talks to hardware merchants and clerks. If you are interested in learning how 
to make a real job of selling, write for the complete set. It will be sent FREE. 











Ship Point 


a NS 


Aporutar pattern that 
any man would appreciate 
for Christmas. SILVER 
STEEL, straight back, Da- 
maskeen finish, embossed 
and polished applewood 
handle, Perfection Pattern © 


that prevents wrist strain. 


No. 65 regular comes in 
18, 20, 22, 24 and 26 inch 
lengths. 


Ship pattern 26 inch. 


This saw can be sold 
where quality, workman- 
ship and good results are 
wanted, and at a price that 


will pay you a good profit. 


We will be glad to furnish 
free, upon request, Xmas 
labels for your saw boxes. 


How many can you use? 
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By LLEW 8S. SOULE 
HE Marvin Hardware 


Company is situated in a 

typical American town of 
6000 people, located in a good 
agricultural community. The 
town likewise boasts a carpet 
factory, a furniture factory and 
a few minor manufacturing 
plants. It is neither better nor 
worse than hundreds of similar 
towns in the United States. Like- 
wise the Marvin Hardware Com- 
pany’s store is typical of the 
better hardware stores in such 
towns and communities. It does 
a good business in the rather 
various lines of general hard- 
ware; carries paint, sporting 
goods, electrical goods, builders’ 
hardware, roofing, fencing, etc., 
and in general caters to a range 
of trade almost beyond the com- 
prehension of the large city 
dealers. 

At the same time, it faces a 
competition fully as intense as 
that of its city cousin. There is 
a Woolworth store, a Grant store, 
and a McCrory store in the same 
block with it; two mail order 
houses have retail stores in the 
town and two smaller hardware 
stores are doing a fair volume of 
business. 

Henry Marvin, proprietor, 
buyer and general manager, was 
back in the little office putting 
the finishing touches on the day’s 
work preparatory to closing, 


when Charlie Hanson, regarded 
as the best clerk in the store, 
walked up to the railing which 
separated the office from the 
sales floor. 
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The boys at Marvin’s 
store got together 
for better sales and 
general improve- 
ment. Follow them 
in their meetings. 


“What’s on your mind, 
Charlie?” asked Marvin, looking 
up with a smile. “Come in and 
let’s talk it over. I can tell from 


_your actions that there’s some- 


thing bothering you.” 
What Was Bothering Him 


“Yes, there is,” said Charlie, 
as he came inside the railing and 
sat down. near Mr. Marvin’s 
desk. “I’ve been thinking a lot 
about the business recently. 
We’re not getting the trade that 
we should. I can notice it in the 
orders we turn out. Bill says 
our deliveries have slumped off 
a lot. Of course I know condi- 
tions are not the best, but honest- 
ly Mr. Marvin I don’t think 
that’s the answer. I don’t think 
the boys in the store—all of us, 
he quickly added—are really 




























We're all doing 


selling goods. 
our best, but I don’t think we 
know enough about the stock and 


how to sell it. I was reading in 
the last issue of HARDWARE AGE 
about the weakness of retail sell- 
ing, and I’m wondering if there 
isn’t something we can do about 
it, so far as this store is con- 
cerned. Mr. Marvin, don’t you 
think we ought to hold store 
meetings, once a week, and see 
if we can’t increase the sales?” 

“T’ve been thinking of that,” 
said Mr. Marvin reflectively, 
‘“‘and wondering just how to go 
about it. Perhaps you have some 
ideas on that too Charlie?” 

“T’ve thought about it some, 
said Charlie, and it strikes me 
that the first thing to do is to call 
the boys together some evening 
and talk it all over. You could 
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They’re off to an enthusiastic start in Marvin’s hardware 


store. Meetings are scheduled for these pages every week. 


open the meeting and tell them 
in a general way about the plan 
and call for suggestions. Then 
you could appoint a committee 
to arrange for the first regular 
meeting. I don’t want to suggest 
any expense in the matter, but if 
you could arrange to have a little 
cafeteria supper here in the store 
I think the fellows would be 
pleased. We could easily fix up 
a place for the meeting by mov- 
ing a few of those tables in the 
rear.” . 

Mr. Marvin studied for a mo- 





Editor’s Note: 


This is the first of a series 
of articles in narrative form, 
dealing with the problem of 
store meetings. It is based 
upon an actual circumstance 
wherein an employee of a 
hardware store in Pennsyl- 
vania suggested the regular 
use of store meetings to im- 
prove the efficiency of the 
store force. The success of 
the plan has been proved in 
the store referred to. 


The second installment will 
tell, in an interesting manner, 
the story of the preliminary 
meeting as related to the 
writer by the store owner. In- 
stallments to follow will deal 
with typical store meetings 
and the occurrences will be 
based, so far as possible, on 
actual happenings. The 
series may be used as a guide 
for the planning of similar 
meetings in any dealer store. 
They will bring up phases of 
various store problems, par- 
ticularly those in which the 
store employee is a factor, 
and will stress the importance 
of intelligent retail selling. 

Every hardware merchant, 
as well as employees, should 
read this series. 


Watch for the next in- 
stallment. 
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ment as he tapped lightly on the 
desk with his pencil and gazed 
thoughtfully at his employee. 
Then he _ straightened up. 
“You’re right, Charlie,” he said. 
“We'll do it—should have done 
it long ago, but, well, I just 
didn’t, that’s all. You can tell 
the boys we'll meet here Friday 
night at 6.00 p.m. Then we'll 
go over to the hotel and have a 
good dinner and come back to 
the store for the meeting. Tell 
‘em I want every man to put a 
little study on this thing, and to 
jot down on a pad any sugges- 
tions he thinks would help.” 

“Thank you Mr. Marvin,” 
said Charlie, “I’ll tell them and 
they’ll all be there.” 


Interest Was Immediate 


Most of the employees took an 
immediate interest in the plan. 
Bill Higgins demurred somewhat 
at first. “We work all day,” he 
said, “seems as though we ought 
to have our evenings to our- 
selves.” “Think so?” inquired 
Charlie sarcastically. “Well 
you've got another think coming. 
The boss isn’t paying you just 
for the work you do. He’s pay- 
ing for sales, and I’ve seen you 
miss a couple of good ones to- 
day.” 

Bill grinned sheepishly. “I 
did fall down on that washer 
sale,” he said, “but that woman 
asked a lot of fool questions I 
couldn’t Then that 
fellow Harkness wanted to know 
how much paint it would take 
for that big barn of his, and 
when I started to look it up in 
the paint catalog, he said ‘Well, 
I don’t want it to- 


answer. 


never mind. 


day anyhow. Just give me a 
couple of pounds of 8d nails’.” 

“Yes,” said Charlie, “he 
stopped in again on his way 
home. I sold him a roll of fence- 
ing, and when I loaded it for him 
I saw a lot of barn paint and 
some linseed oil in the back of 
his wagon. Somebody must have 
got him to thinking he did want 
paint today, after all.” 

Bill’s grin faded slowly from 
his face. “So he did buy it, 
huh, and I had him set down for 
a prospect. I guess you’re right. 
There’s more to this job than just 
knowing where things are and 
wrapping up what people buy. 
I’ll be at the meeting—and I’m 
going to ask some questions my- 
self. 

“By the way,” he said, as he 
started for his hat, “‘we’re all out 
of 58 rope. Those coils in the 
cellar are all half inch.” “Did 
you put it down in the want 
book?” Charlie queried. “No,” 
said Bill, “I was busy and forgot 
all about it—just thought of it 
thistminute.” “Well that’s some- 
thing to take up at the first meet- 
ing, anyhow,” Charlie reflected. 
“T counted five lost sales today 
from outs. “Don’t forget,” he 
called out as the boys filed out 
and Mr. Marvin turned to lock 
the door: “Six o’clock Friday 
night. You too, Mr. Marvin,” 
he added. 

“T’ll be there,” Henry Marvin 
answered quietly, “and by the 


Charlie, there’ll be an 


way, 


extra dollar in your pay en- 
velope this week, just to show 
you that a little thinking is profit- 
able to us both.” 

[Continued next week | 
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10 Cc hristmas 


By R. G. KING 


RE you still wondering what 

A you can do this year to push 

Christmas trade? Do you 

wish that you could talk with a few 

hardware dealers in other places 
and exchange ideas with them? 

All right—let’s do it! 

Seventy hardware stores in every 
part of the country were recently 
visited by representatives of Harp- 
WARE AGE. Managers of these 
stores were asked one question: 

“What is the best Christmas pro- 
motion idea you ever had?” 

From these answers we have se- 
lected the best ten of the lot. Here 
they are: 

“Remember the story of the Pied 
Piper and let a musical Santa draw 
trade to your store,” advises Henry 
C. Turner, department manager of 


George A. Lowe Company, large 
Ogden, Utah, hardware store. 

“Just pick out a jovial, jolly mu- 
sician who plays the mouth organ 


or accordion, doll him up in a bril- 
liant Santa Claus costume, and your 
Christmas trade worries are over,” 
declared Mr. Turner. 

“For the past two years we have 
been fortunate enough to find just 
such a musical Santa Claus. He is 
a chummy sort of person with a wide 
following of friends, attracting not 























OF CHIMNEY 


ERE is a moving dis- 
H play for your win- 
dows or store. In- 


flated balloons covered 
with false face and coat, 
hat and mittens make a 
Santa Claus that will bob 
up and down the chimney, 
when aided by a fan, to 
the great delight of chil- 
dren—old and young. 








IDEAS 


only the children, but grown ups. 
Customers appreciate this musical 
Santa. -Every store has one of the 
old kind, who just walks around the 
floor;.they are no novelty. Ogden 
children now say, ‘Mother, we want 
to hear Lowe’s Santa; he’s the real 
one!’ 

“And so the customers come and 
hardware trade booms, thanks to the 
musical Santa Claus. He’s a Pied 
Piper at attracting trade.” 

While most hardware stores in 
Utah forget toy departments in their 
institution, the Lowe store throws 
open its basement each year to a 
toyland. Toys are featured in win- 
dow displays and in newspaper ad- 
vertisements. To reach the toy depart- 
ment, customers must pass through 
the store and by counters on which 
carpenter tools, radios, silverware 
and other gift suggestions are fea- 
tured, and thus the toys prove great 
decoys to other sales and help boom 
every department of the store. 


Instead of merely announcing that 
the store is open for the holiday sea- 
son, the Ogden Hardware Company 
of Ashland, Ky., makes it something 
of a fete by staging an annual 
Christmas opening. This starts the 
holidays off with a rush instead of 
building up the seasonal trade 
gradually as Christmas nears, and 
encourages a tendency to shop early. 
Each year the event is scheduled for 
a Saturday as near the fifteenth of 
December as possible. It has been 
found that about this time the public 
is getting the Christmas spirit and 
the opening catches them at an op- 
portune time. 


Featuring an electric specialty or 
novelty with some distinguishing 
characteristic or unique function 
brings desirable publicity and gains 
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Holiday promo- 
tion ideas that 
were tried and 
proved success- 
fulby hardware 
stores in all 
parts of the 
country. Put 
them to work 


for you. NOW. 





new customers, in the experience of 
J. C. Myers, sales manager of the 
Stollberg Hardware & Paint Co., 
Toledo, Ohio. 

“Through suitable and timely em- 
phasis upon a particular article dur- 
ing the Christmas holidays,” said 
Mr. Myers, “we can bring it into 





prominence so that it will not only 
ring in the sales, but will stimulate 
selling of many other articles. Last 
year, for instance, we created a big 
Christmas demand for electric corn 
poppers. This year we plan to place 
in the limelight a new moving pic- 
ture camera for popular use. 

“In a Christmas promotion, the 
window display is of primary impor- 
tance. Here belong vehicular and 
wheeled toys, radios, electric refrig- 
erators and appliances; they draw 
that interested public attention which 
spells real buying action. Then, 
too, 50 per cent of the passers-by will 
stop to look at a window of rifles and 
shotguns if a proper background is 
provided. Cutlery, electric toasters, 
percolators, curling irons, hot plates 
and vacuum cleaners are other items 
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HIS idea is designed to draw attention to the sporting goods counter. 
It is constructed on the shadow box idea. Borrow some “dummy” legs 
such as used in haberdashers’ windows to display socks, or stuff the shoes 
with paper and stand them erect with the aid of the sticks as shown. If 
space permits more skates can be shown. 
The floor should be a large sheet of glass to represent ice, covered with 
plenty of artificial snow, so that it won’t be too shiny and so reflect the 
construction above. Wads of cotton can be stuffed around the front and 


back edges. 


The background should be a dark bluish gray with some falling snow 
“stippled” on. A blue lamp would be best for illumination. Keep the dis- 
play slightly below the eye level of the average customer. 


for which the seasonal demand can 
grow to unexpected proportions if 
unusual displays and advertising are 
arranged.” 


A Christmas tree train, realistic- 
ally fashioned from mechanical and 
household appliances, brought the 
Hamp-Thomas Hardware Co., Reno, 
Nev., substantial financial returns 
last year, according to W. I. Thomas, 
partner of the firm. 

“A large shiny garbage can com- 
prised the body of the Hamp-Thomas 
Tooter,” said Mr. Thomas. “Two 
lawn mowers and roller skates fur- 
nished wheels. A car ornament 
labelled ‘Reno’ added local inter- 
est, while steel wool ‘smoke’ plain- 
ly demonstrated 
that it was all 
set for Christmas 
just ahead. 

“The end of 
a cake decora- 
tor made the 
whistle; lemon 
squeezers fur- 
nished the re- 
verse and gears; 
mouse traps 
made excellent 
‘steps’; indoor 
clothes line and 
reel represented 


water and gas carriers; butter 
molds, the boilers; thermometers, 
the air and water gages, and a knife 
sharpener, the air lever. Dish mops, 
milk cans, salt and pepper shakers, 
gas toaster, and so on were pressed 
into service with towel racks, clock, 
kitchen knives, bathtub faucets, pan- 
cake griddles and other household 
equipment. 

“And if mother found a new gar- 
bage can in her Christmas stocking, 
or father a brand new knife sharp- 
ener, or Junior a knife, they remem- 
bered the Christmas Tree train at 
Hamp-Thomas Hardware Company.” 

Hardware stores can follow the 
example of department stores in 
offering timely “leaders,” especially 


at Christmas, in the opinion of J. F. 








Bernath, head of the Bernath & 
Osterhout Hardware Co., Mt. Leba- 
non, Pittsburgh, Pa. 

“One of our most successful 
Christmas sales was when we fea- 
tured electric boudoir clocks last 
year at one dollar each,” Mr. Ber- 
nath said. “At that time these small 
clocks were just becoming the new- 
est thing for the home, and so by 
marking them at a low price we 
cashed in on the popular demand for 
this article and drew into our store 
many women who might not other- 
wise have thought of coming to a 
hardware establishment for Christ- 
mas gifts.” 

* & & 


Window displays of sporting goods 
prove the most successful method 
of attracting attention of Christmas 
shoppers, in the experience of both 
the Chown Hardware Company, Port- 
land, Ore., and of Potchernick’s 
downtown hardware and _ sporting 
goods store, San Antonio, Tex. 

Beginning about October first, 
Potchernick’s windows are deco- 
rated with an eye to Christmas buy- 
ing, according to Gene Seng, sales 
manager, and sports items of interest 
to both grown-ups and children are 
always featured. A Christmas plan 
which allows the shopper to choose 
a present around the first of October, 
make a deposit, have it laid aside 


and pay until Christmas, results in 
many additional sales. 

The annual winter sports at Mt. 
Hood, near Portland, as well as the 





hunting season, make sporting goods 
in demand as Christmas presents, 
according to D. B. Chown of the 
Chown Hardware Company. This 
store does little Christmas adver- 
tising, but follows out an intensive 
method of personal contact. 


e & & 


Instead of a formal advertising 
layout, Lewis & Conger, New York 
City hardware store, uses chatty copy 
with a layout modeled after maga- 
zine and newspaper gift suggestion 
columns for holiday advertising. 
Last year this was titled, “Gifts Janet 
Gray Saw at Lewis & Conger,” and 
at the bottom of the copy the name 
Janet Gray was signed in script. 

Each advertisement usually fea- 
tured half a dozen items, each illus- 
trated. Prices were given, but not 
featured. typographically. 

“Bob is young, beginning to take 
an interest in girls, and consequently 


is fussy about his clothes,” read a 
typical piece of copy. “So I’m giv- 
ing him an Electric Tie Presser to 
help the good work along. It holds 
a tie flat and then the heat presses it 
out fresh and 


so that it comes 
smooth. The Presser is covered 
with a soft brown suede-finished 
cloth, and is $3.00.” 

* * *& 


Free parking space to customers, 
with a courteous attendant and all 
the services of a gas filling station, 
help bring Christmas customers to 
the Honeyman Hardware Company, 
wholesalérs and retailers of Port- 


land, Ore. 





“With parking space in Portland’s 
shopping district at a premium, and 
with charges of 25 cents at the vari- 
ous parking stations,” pointed out 
J. E. Hardy, publicity and advertis- 
ing manager, “holiday shoppers like 
to do their buying at Honeyman’s, 
and be assured that they will not 
have to face a traffic summons for 
overtime parking. In all of our ad- 
vertising we feature the idea of ‘Safe 


and Sane Parking.’ ” 











These Cuts Available at Cost from 


ECOGNIZING the importance of selling the pub- 

lic on better hardware, as has successfully been 
accomplished by plumbing, roofing and other inter- 
ests, the Builders’ Hardware Group of the American 
Hardware Manufacturers’ Association was greatly im- 
pressed by the recommendations of the Chicago pro- 
gram committee, headed by P. F. King. A vital part 
of future plans to stress the 
decorative value of hardware 


Hardware Age 


a service to the retailer, wholesaler and manufacturer 
,interested in builders’ hardware, Harpware AGE, at 
no profit to itself, has arranged to provide these cuts 
in the five sizes recommended. 

These illustrations are to be used on letterheads, 
envelopes, business cards, display cards and in all 
forms of advertising. In any of the sizes shown, mats 
are 15 cents each and stereotypes (cuts) 25 cents 


each. These low prices are possible 
because of large volume production 
which will be needed to take care 
of trade requirements. 






on homes is the use of the 
slogan cuts shown here. As 











HA 1 aoe HA 5 


Order by number and please send cash with order, because of the small amount involved. Send your requirements to HARDWARE AGE 
Advertising Service, 239 West 39th St., New York City 
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by LLEFW S. SOULE 


NPREPAREDNESS | caused 
merchandise distributors to suffer heavy 
losses during the present depression. Un- 

preparedness will likewise prevent thousands of 
them from recouping their losses as prosperity 
returns. It is just as essential now, to prepare for 
renewed business activity, as it was in 1929, to be 
prepared for a business slump. 

How may a merchant prepare for prosperity? 
First, by making sure that his stock of merchandise 
is adequate in range and quantity to meet a reason- 
able demand; Second, by seeing that the personnel 
of his store is trained to build and handle increased 
business; Third, by having his store “up to the 
minute” in arrangement, appearance and merchan- 
dise display. 

You are in business primarily to make money. 
The only way you can make money in that business 
is by selling merchandise, and—you cannot sell 
merchandise unless you have it to sell; you cannot 
sell it unless your sales employees are efficient 
salesmen; you cannot sell it under modern com- 
petitive conditions, unless your store is as attractive 
from a sales standpoint as that of your competitor. 

Major General Hanson E. Ely in a recent address, 
said: “The great war brought forcibly home to us 
the fact that things are always higher in price when 
everybody wants them. It costs four times as much 
to get ready to fight after war is declared, as it 
does to make those preparations before the war 
clouds threaten.” 

What he said applies with equal force to busi- 
ness. When everybody wants merchandise, prices 
will go up. When prosperity is again under way, 
there will be a war of competition to obtain mer- 
chandise for resale. Prices will advance. New 
fortunes will be made by men who are ready to sell 
when people are ready to buy; men who are not 
only adequately prepared to sell, but in position 
to make more than the normal margin. 

We do not prophesy that a renewal of general 
prosperity will cause hardware prices to quadruple 
or even double. We do say emphatically, however, 


that they will advance, and that those with reacon- 
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Are You Prepared 


for Prosperity? 


thousands of 


ably adequate stocks will profit from the advance. 
In addition they will hold their customers and add 
to their prestige. Meanwhile those merchandisers 
who enter the coming period of general prosperity 
with ragged, ill assorted, inadequate stocks will not 
only fail to get immediate business, but will lose 
immeasurably in future business and in prestige. 

When will the new era of prosperity appear? 
Some of the brainiest men in the hardware industry 
see definite signs of recovery now. You know what 
the old farmer said, when, during a protracted rainy 
spell, a stranger asked if it would ever “clear up.” 
“It always has” he replied. And so this depression 
will “clear up” as others have done before it, to be 
followed by another era of general prosperity. 

When that time comes—and we believe it is even 
now on the way—those prepared to meet it will 
prosper. Those who are unprepared may face 
individual depression in the midst of prosperity. 

All over this country today hardware stocks are 
low; too low to successfully handle any appreciable 
increase in consumer buying; too low in many cases 
io adequately meet present buying conditions. In 
thousands of retail stores the stocks are so meagre 
and so lacking in assortment that there is little in- 
centive for salesmen to sell. Weak stocks breed 
weak sales effort. 

This is a crucial time; a crisis. 
of general prosperity will in all probability decide 
who will be the hardware distributors of the future. 
It may change, almost completely, the channels of 
hardware distribution. Much will depend upon 
what occurs when buying takes its first upward 
surge. Those distributing factors with adequate 
stocks, up to date methods, and trained personnel 
will not only handle the first upward trend, efficient- 
ly, but will have a tremendous advantage over their 
competitors in the days ahead. 

In the coming era of general prosperity, the bulk 
of increased will flow to those who 
are prepared to handle it. Meanwhile the chances 
are ten to one that those prepared to gain it at the 
start will hold it. 

Are you prepared for Prosperity? 


The next era 


business 
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by R. A. SULLIVAN 


count themselves fortunate to 

have broken even during the 
past year. Here is the story of one 
manager whose paint sales reached 
a 10 per cent higher lever than those 
of a year ago. How he brought this 
desirable circumstance about should 
prove helpful to executives every- 
where, for the plan which A. L. 
Reid, general buyer and the man- 
ager of the builders’ hardware de- 
partment of the R. D. Pitard Hard- 
ware Co., Inc., New Orleans, found 
practical in the two stores the com- 
pany operates in the Crescent City 
may be applied by dealers in any 
community of moderate size. 


yates hardware store executives 


What He Went After 


In the first place, Mr. Reid went 
after a type of business that the 
company had not pursued extensively 
in the past. He went after the small 
home-owner, the landlord and even 
the renter—and he got results. He 
knew when he opened his campaign 
that individual sales would very 
probably be small, but he knew that 
these small sales would develop into 
larger ones later, and in the mean- 
while that the aggregate volume of 
this business would justify the effort 
he put behind his campaign. 

Such a campaign would scarcely 
have been undertaken several years 
ago, when the bulk of the paint busi- 
ness of the average hardware store 
was done through master painters 
and contractors. But the hardware 
business, in common with virtually 
every other line, has undergone 
transitions which have necessitated 
startling changes within the business 
and have brought about new methods 
of approach in keeping with the 
times. 

This is how he worked the cam- 


paign: 
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A. L. Reid of 
the Pitard 
Hardware Co., 
New Orleans, 
La., who _ in- 
creased this 
year’s paint 
sales over last 
vear’s by 10 
per cent 
















PAINT SALES 


‘ 


1—Taking full advantage of all 
dealer helps suggested by manufac- 
turers. 

2—Following these helps with 
newspaper advertising and direct- 
mail campaigns. 

3—-Use of handbills in residential 
neighborhoods. 

4—Use of company’s trucks to 
further publicize store events. 


5—Establishing personal contact 
with customers and winning the con- 
fidence of the public through proper 
handling of store visitors. 


6—Continued activity in contact- 
ing the master painters and contrac- 
tors. 

The economic conditions of the 
past two years have taught Mr. Reid 
some valuable lessons in merchan- 


10 per cent better than last year’s paint sales! 
The story of how a New Orleans dealer 


pushed his department figuresup. . .-—. 
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dising, which he proposes to con- 
tinue in practice regardless of how 
soon the “times improve.” For he 
has had the opportunity during the 
past year to work out plans which 
his organization can continue to 
follow, no matter how busy the store 
may become later. 


USING Dealer Helps 


“Dealer helps sponsored by manu- 
facturers and distributors constitute 
an important factor in successful 
merchandising,” Mr. Reid declared 
the other day. “We at the Pitard 
stores realize that the vast sums of 
money manufacturers expend annu- 
ally in advertising and in dealer 
helps and suggestions are designed 
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These Methods 


Boosted His Paint Sales 


sible, what the manufacturer plans 
to do about a certain item, and this 
gives us the opportunity to be pre- 
pared. Thus, when the plan is re- 
leased, we are ready, almost at the 
same hour, to set our own organiza- 
tion to work. 

“We follow up their campaigns 
with local advertising in the news- 
papers. We use ample space to carry 
our message to the 
public, and then we 
back this up by a di- 
rect-by-mail ‘canvass, 





4 Taking full advantage of 
* all dealer helps suggested 
by manufacturers. 
YJ Following these helps with 
. newspaper advertising and 
direct mail campaigns. 
3 Use of handbills in residen- 
ag neighborhoods. 
; Use of company’s trucks to 
* further publicize store 
events. 
> Establishing personal con- 
°”* tact with customers and 
winning the confidence of 
the public through proper 
handling of store visitors. 
6 Continued activity in con- 
® tacting the master painters 
and contractors. 


using a mailing list 
which we have 
evolved by selecting 
the names of actual 
customers. We do 
not shoot at the moon 
in this matter. Each 
letter that goes out in 
our direct - by - mail 
canvass is not ad- 
dressed to just any- 
one whose name may 
be in the telephone 
book, but rather is 
sent to someone who 
has bought a bill of 
goods from us. How 
do we get this list? 

“We get the list by 
two methods: First, 
we sent out a broad- 
side in the mail 
which included a let- 
ter directing atten- 


to help move goods. We know 
that if we do not take full advantage 
of the large advertising campaigns 
and the supplemental dealer helps 
that some other concern WILL bene- 
fit—some concern that DOES appre- 
ciate the value of such assistance. 
“We are so well convinced that 
it is necessary to follow up advertis- 
ing of the manufacturers, that we 
have formed a habit of keeping in 
close touch with the manufacturers 
and try to learn in advance, if pos- 


tion to a specific article which we 
desired to move, and we enclosed 
a coupon. We have used the cou- 
pon method successfully on numer- 
ous items, offering a small dis- 
count upon presentation of the 
coupon when a purchase was made 
at our stores. It may be noted that, 
while deliveries may be made of the 
goods, it was necessary for the pur- 
chaser to present himself to the store 
in person to close a deal. This was 
done for two purposes: first, to ac- 
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quaint the customer with the stores 
and the full lines of stock we carry; 
second, it gives us the opportunity 
to get the customer’s name on our 
mailing list. There was some wastage 
on the original broadside, naturally; 
but on subsequent direct-by-mail con- 
tacts, we had the names of actual 
purchasers, who constitute a ‘live’ 
mailing list. 

“In addition to the direct-by-mail 
canvasses, we use handbills to some 
extent. These are limited to the resi- 
dential districts, and are designed to 
stimulate business in our neighbor- 
hood store. It is obvious that hand- 
bills would not be practical in the 
downtown business section. The 
handbills call attention to some spe- 
cific item or group of items, and they 
also contain a coupon, printed in 
one corner or at the bottom. These 
coupons are accepted as part pay- 
ment on the advertised products, and 
in this way we add more names to 
our mailing list. During a recent 
experience with handbills, in which 
we offered a value in quick-drying 
enamel priced to permit a fair profit, 
we distributed 2200 handbills. This 
resulted in 300 sales of that item. 
It really resulted in more than that, 
for it brought many persons into our 
neighborhood store who had not vis- 
ited it previously, and they bought 
other items. 


Ties in with Ad Campaigns 


“When a manufacturer whose line 
we handle opens a general advertis- 
ing campaign, we lose no time in 
taking advantage of it by the means 
| have touched upon. We also make 
use of our trucks by securing large 
banners to the sides, tying up the 
message of the manufacturer with 
our stores’ locations. This gives us 
city-wide advertising coverage be- 
cause our trucks penetrate into vir- 
tually every neighborhood. 

“The five points which I have men- 
tioned as different means of stimu- 
lating business have for their pur- 
pose the thought that we must get 
people into our stores to buy goods. 
Even the important mailing list ‘is 
only a means to this end. So we 
approach the climax of all our ef- 
forts and all of the efforts of the 
manufacturer—increased sales. 


Get the Right Salesmen 


“We take great care, therefore, in 
selecting the right kind of men to 
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work behind the counter. In the 
paint section, for example, we have 
A. J. Koenig, with many years of 
experience in charge of practical 
painters as counter salesmen. They 
understand the problems of paint- 
ing, and we encourage them to help 
the purchaser make selections. We 
do this realizing that few people real- 
ly understand paint and the proper 
preparation of surfaces to receive 
paint. A bookkeeper cannot be ex- 
pected to know offhand how to paint 
his house, nor should a painter be 
expected to know how to keep an 
intricate set of books. But an intelli- 
gent paint department, properly 
managed and manned, can be of 
genuine help to a bookkeeper who 
wants to paint his house. Our paint 
salesmen are trained to offer advice 
and suggestions, even as the neigh- 
borhood druggist is often expected 
to do in the matter of simple reme- 
dies. We feel that our responsibility 
in selling the right paint, varnish or 
lacquer for a given purpose is just 
as real as that’ of the druggist in sell- 
ing his wares. 

“It is, therefore, necessary—abso- 
lutely necessary for the future suc- 
cess of a hardware store—that the 
men behind the paint counter have 
a sympathetic understanding of the 
problems of the novice painter. 

“Times have changed, and are 
changing. To succeed, hardware 
stores must meet the challenge of 
the new conditions. People who 
have been neglecting homes that 
need paint are venturing forth to 
do the work themselves. Their num- 
bers are growing daily. It would 
be folly to overlopk this fact and 
try to swim against the current. It 
is well enough to say that a person 
gains strength through courageous- 
ly defying forces and striking out 
alone, or staying with the ship. This, 
I think, has its place, but its place 
is in personal conduct rather than 
in successful merchandising. I am 
convinced that successful merchan- 
dising demands that one watch close- 
ly the trend of the times, and that 
one goes with the tide of progress. 

“Our paint salesmen behind the 
counter are familiar with the type 
of prepared paints that should be 
used on any kind of surface in this 
trading zone. They know how the 
surface should be treated before the 
paint is applied, and are eager to 
help the novice make the selections 





that will yield him the best results. 

“While we go after the small buy- 
er, we are following a policy which 
we have proved to be sound. We 
have divided the small buyers into 
two groups—the home-owner and the 
renter. The larger buyer, the land- 
lord, who may own numerous build- 
ings, is reached through different 
means which are equally practical. 
In the case of the home-owner, we 
have prepared special letters, in 
which we stress the need for painting 
the home. The idea is made to ap- 
peal to him from an economic stand- 
point first, and then to his pride in 
ownership. So we tell the home- 
owner that paint inside and out wil! 
add to the sales value of his prop- 
erty in the event he might consider 
placing it on the market. Second, 
we tell him that paint will preserve 
his home from insects and from the 
action of the elements. 


Sell to Tenants Also 


“We tell the man who rents the 
house he lives in that he should paint 
the house himself, or have it painted, 
for-the health of his family. We 
show him -how properly applied 
paint will exclude vermin and add to 
his family’s peace of mind. And, of 
course, there is the element of pride, 
too, for even if he rents the house he 
lives in he will want it to look well 
and to reflect favorably upon him- 
self. 

“To the landlord, we stress the fact 
that paint will make his houses re- 
sist the bad influences of the ele- 
ments, and will add to his income 
through higher rentals. 

“While we are going after this 
type of business we are not over- 
looking the master painter or the 
contractor. We keep men on the 
street making daily calls on those 
people. Our men are in touch with 
building activities, and they follow 
up every possible prospect. After 
calls have been made, we drop a 
brief letter to the man visited, thank- 
ing him for his courtesy in receiv- 
ing our solicitor. 

“The policies which we have pur- 
sued are not complicated, and may 
be applied by executives anywhere. 
We are convinced that successful 
merchandising of paints depends 
upon the willingness of the execu- 
tive to admit the times are chang- 
ing, and to adapt himself to these 
changes. 
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The Literature of 


SELLING 


By SAUNDERS NORVELL 


HarpwarE AGE there was 

an article by Charles Mills 
Luthy entitled “Salesmanship 
at the Crossroads.” Mr. Luthy 
is somewhat appalled at the 
amount of literature, books, etc., 
on the subject of selling. He 
writes: “When I read some of 
the lengthy dissertations on sell- 
ing goods, I speculate just how 
long they will continue to be of 
interest to the reader, and if the 
demand for them will remain.” 


There is no doubt that there 
has been a great demand for 
information on the subject of 
salesmanship. As long as this 
demand continues there are of 
course those who are willing to 
supply the demand for a con- 
sideration. Salesmanship has 
proved to be a very interesting 
subject. The idea of selling has 
been applied to almost every 
phase of life. The old idea was 
that salesmanship was simply the 
selling of merchandise. But the 
new idea has very much broad- 
ened the subject. The salesman 
now sells his house. He sells 
himself. He sells his ideas of 
selling. And finally, if there is 
any time left, he sells his mer- 
chandise. 


The Meaning of the Word 


[ the November 5th issue of 


The meaning of the words “to 
sell,” has been changed. It now 
means to persuade, to convince, 
to lead a person to think as you 
think. For instance, I have read 
about a preacher who was en- 
gaged in the profession of sell- 
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ing the gospel to the members 
of his church. 

There is no more interesting 
study than the study of words. 
From generation to generation 
the meanings of words complete- 
ly change. For instance, take 
the word “villein.” This word 
once simply meant a serf, a 
worker attached to the land of a 
feudal lord. In the course of 
time this word beéame “villain,” 
of course with an entirely differ- 
ent meaning. 


Too Much Literature ? 


Have we too much literature 
on the subject of selling? The 
answer to this question I think is 
the statement that George Ade 
frequently put at the end of his 
fables—“It all depends.” — Lit- 
erature is just stored up knowl- 
edge. Some of this knowledge 
may be good, while some may 
be bad. History of course is 
simply stored up literature. 
Henry Ford, it is reported, once 
made the statement that all his- 
tory was bunk. There may be 
some truth in what Mr. Ford 
said, but his using the word “all’”’ 
if he used that word, was a mis- 
take. The world without the lit- 
erature of history would lose a 
great deal of the wisdom of the 
ages. On the other hand, of 
course it must be admitted that 
a good deal of history is bunk. 
It is bunk because it is not truth- 
ful. 

Should salesmanship have its 
literature? I think it should. I 
think salesmen are benefited if 





they study the literature of sales- 
manship with good judgment. 
Every young man who expects to 
follow the profession of the law 
for several years studies law. It 
would seem strange to a lawyer 
if anyone suggested that all the 
law books be destroyed. Thomas 
A. Edison was certainly an in- 
ventor, and a good one. He was 
original. But there was no more 
omnivorous reader on scientific 
subjects than Thomas A. Edison. 
He was always surrounded by 
an immense library of scientific 
books. 

To my mind, one of the great- 
est of modern achievements are 
our Metropolitan Sunday papers. 
The amount of information and 
entertainment, both in pictures 
and in words which they contain 
to me is something marvelous. 
However, very few of us, I imag- 
ine, ever attempt to read every- 
thing in the Sunday paper. We 
turn through its pages and pick 
out those things in which we are 
interested. 


A Most Useful Book 


As I have written before, one 
of,the most useful books I have 
ever read personally is “Mind in 
the Making” by Dr. Robinson. 
There is a good deal in this book 
about the mind and about think- 
ing. It is a very practical book. 
One point Dr. Robinson made 
impressed me profoundly. He 
said: “Knowledge is one thing, 
and_ intelligence is another.” 
The man who wishes to be a 
salesman, for instance, if he 
lacks intelligence might cram his 
head full of articles on sales- 
manship, and never arrive any- 
where. On the other hand, the 
salesman who has _ intelligence 
without knowledge while he 


(Continued on page 70) 
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LEGAL POINTS FOR THE RETAIL MERCHANT 


by Leslie Childs 





How You May Become 


Liable tor Goods 





Ordered 





Without Your 


Consent 


ENERALLY speaking, a 
(5 versa cannot be held 

liable for goods unless the 
seller can show a valid order or 
contract covering the purchase 
thereof. But to this rule there is 
a well defined exception which 
holds that, even though goods 
were ordered without the mer- 
chant’s authority, he may be 
bound to pay for them on the 
ground of ratification if he ex- 
ercises an owner’s control over 
them after receipt. 

In other words, if a mer- 
chant receiving goods sent be- 
cause of an unauthorized order 
attempts to sell them, or to re- 


tain part of them, such acts will 
usually bind him for the price 
of the order. Clearly, here is an 
important rule of commercial 
law that merchants may well 
have in mind, and as an illustra- 
tion of how the courts have ruled 
thereon, the following case is 
well worth a brief review. 


Third of a series 
of articles about 
your liability as a 
merchant, by this 
author and attor- 
ney and counselor 
at law and a writer 
of note on legal oo_ 





matters. ... 


You will find these clear and concise discussions 
of your liability as a retail merchant in our third 
weekly issue of each month. The next appears 
in Hardware Age for Dec. 17. 
authoritative articles for future reference. 
will save you trouble. ... 


Keep these 
They 











LESLIE CHILDS 


Merehant’s Employee 
Gives Order for Goods 


In this case the defendant was 
engaged in operating a retail 
store and received a call from a 
salesman in the employ of the 
plaintiff. The defendant did not 
care to take on plaintiff’s line, 
and after so stating to the sales- 
man left the store and went to 
get his lunch leaving his brother 
in charge. 

Upon defendant’s departure, 
the salesman took up the matter 
of an order with the defendant’s 
brother, who was merely a clerk, 
and talked so convincingly that 
he induced the brother of the 
defendant to sign the corporate 
name of the defendant to an 
order as well as to six notes 
covering goods in the amount of 
$422. The salesman then left, 
and when the defendant returned 
to the store his brother, it ap- 
pears, said nothing about sign- 
ing the order and notes. 

A few days later the goods ar- 
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rived, and this was the first 
knowledge ‘defendant had of 
what his brother had done. Upon 
being informed of what had 
happened, defendant wrote the 
plaintiff refusing to accept the 
goods on the ground that his 
brother had no authority to sign 
the order and notes. Defendant 
received no reply to this letter, 
and the goods being unpacked 
defendant made some effort to 
sell them. 

Finally, however, defendant 
wrote several other letters in 
which he stated that he would 
keep part of the goods, but that 
he was returning the balance. 
True to this letter, defendant 
repacked and shipped the greater 
part of the goods back to plain- 
tiff. In the meantime several 
months had elapsed since the 
giving of the order, and plaintiff 
refused to accept the return of 
the goods. 

The dispute that followed cul- 
minated in plaintiff bringing suit 
for the amount of the order. In 
this action plaintiff took.the posi- 
tion that even though defendant’s 
brother had no authority to sign 
the order, the acts of plaintiff 
in trying to sell the goods, and 
in retaining part of them, con- 
stituted a ratification of the order 
and bound him to pay the full 
amount. Defendant relied on the 
fact that his brother had no au- 
thority to sign for the goods. In 
reasoning on the rights of the 
parties on the above facts the 
court said: 


Defendant Held Liable 


“Defendant, we think, waited 
too long to disaffirm the pur- 
chase. The action of defendant 
in retaining the merchandise 

. more than four months, 
and then returning a part of the 
goods because unable to sell the 
merchandise, certainly implied a 
consent to the purchase, even 
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though the purchase was unau- 
thorized. . . . 

“In one of the letters, (de- 
fendant) specifically states that 
he is keeping the records and is 
willing to pay for them. Under 
well-settled jurisprudence, such 
an act is equivalent to a ratifica- 
tion of an authorized contract. 
The purchase cannot be revoked 
in part and ratified in part. One 
cannot affirm what is to his ad- 
vantage and reject what is not. 
. . . In view of the evidence, 
and the law applicable thereto, 
this court is of the opinion that 
defendant, in legal effect, ratified 
the purchase. . . . It is now or- 
dered . . . that there be judg- 


ment in favor of plaintiff . - . 
in the sum of $422, .. .” 

In accordance with the above, 
the defendant merchant was held 
liable for the unauthorized order 
of this bill of goods, because of 
his failure to promptly refuse 
the merchandise and his attempt 
to sell and retain part of the 
order. MORAL, if any is needed, 
where goods are received on an 
unauthorized order, they should 
be promptly refused in total, if 
not acceptable, and no attempt 
to sell or retain any part of them 
should be made. Otherwise, lia- 
bility may attach, regardless of 
the fact that the merchant did 
not authorize the order. 





Sending Out a Customer 
Greeting 


Christmas wish extended in 

the newspapers around 
Christmas Day as a good will 
message which might be read by 
the public or might not, the 
Joseph Woodwell Company of 
Pittsburgh sent out a letter to 
every customer and prospect on 
their mailing list just before 
Christmas which read: 


[ crsstn of the usual Merry 





You are receiving many greet- 
ings at this time; may we add 
to them our very great appreci- 
ation of your confidence as in- 
dicated by past favors? 

We venture to hope for your 
consideration and the continu- 
ance of pleasant relations during 
the coming year. 

With all good wishes for your 
success and happiness, we are, 











No newspaper advertising is 


used, in fact, for direct mail has 
been found to be far more effec- 
tive and a_ personal attention 
getter. ‘Sending out Christmas 
greetings,” says H. J. Menges, 
general manager, “makes cus- 
tomers feel that we appreciate 
their business and want more of 
it—and that we are thinking of 
them. We wrote letters to people 
that had not been buying any- 
thing lately and it was surprising 
how many came in and renewed 
business relations with us. All 
in all, we are very well pleased 
with the idea and we think that 
Christmas time is a good time to 
send out such letters and to tie 
up with past as well as present 
customers in the festive spirit of 
the season. It not only builds 
good will but it also gets plenty 
of business.” 


Next week Hardware Age will present more 
Christmas merchandising ideas that you 


can use in your store. 
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NORTH JERSEY ASSN. 
HEARS VAN HYNING 


R. J. Van Hyning, Eastern 
manager, W. C. Heller & Co., 
Montpelier, Ohio, manufacturers 
of hardware store display equip- 
ment, delivered the principal 
address at the Nov. 12 meeting 
of the North Jersey Hardware & 
Supply Assn. The meeting was 
held in the Elks Club, Passaic, 
N. J., and a dinner preceded the 
business session. 

Mr. Van Hyning, in outlining 
the changes hardware merchants 
must. make to keep in step with 
the times, advocated the use of 
attractive leaders to increase store 
trafic; more care in arranging 
open top table displays and the 
alloting of display space to va- 
rious lines in accordance with 
the revenue they produce. He 
also declared that proper display, 
rather than price, was responsi- 
ble for the success of the leading 
chain store systems. An open 
forum discussion followed Mr. 
Van Hyning’s talk, during which 
he answered many questions on 
merchandising subjects as thcy 
were propounded by interested 
members. 

W. Glenn Pearce, secretary, 
P.A.S.H.A., described the plans 
for the thirty-first annual Hard- 
ware and Housefurnishing Exhi- 
bition in Philadelphia, Feb. 9 to 
12, inclusive. He also reported 
that the series of group meetings 
recently held under association 
auspices in Pennsylvania and 
Delaware established a new high 
record for attendance. 

President J. J. Leonard, South 
River, announced that the next 
meeting of the association would 
be held at the Down Town Club 
in Newark on Dec. 8. Secretary 
Horace W. Molyneux read the 
minutes of the October meeting. 
Thirty members and guests were 
present. 

WILCOX, EXPORT MGR., 
FOR KELVINATOR CORP. 


H. A. Lewis, treasurer, Kelvin- 
ator Corp., Detroit, Mich., in 
charge of the company’s export 
operations, announced the ap- 
pointment of E. H. Wilcox as 
manager of the export division, 
succeeding R. A. Lundquist, who 
resigned to devote himself to 


other work. 


Mr. Wilcox joined the Kelvin- 





ator organization in 1925. Later 
he was sent to England to take 
charge of engineering, service 
and commercial sales instruction 
and assisted in developing busi- 
ness in Europe. Returning to 
Detroit after a year and a half 
abroad, he was made assistant 
manager and later associate man- 
ager of the export division. In 
October, 1930, he left Detroit on 
an extended trip, during which 
he visited Kelvinator distributors 
in the Fiji Islands, Philippines, 
Australia, China, Japan and the 
Hawaiian Islands. He returned 
from this trip in October, 1931, 
and was shortly after appointed 
manager of the export division. 





NUTMEGGERS HOSTS TO 
CONNECTICUT ASS’N, 
NAME CONVENTION TIME 


The Natmeggers were hosts to 
the Connecticut Hardware Asso- 
ciation, Nov. 11, at the City Club, 
Hartford, Conn. There were 
fifty present at the meeting, in- 
cluding a number of dealers. The 
Connecticut association was rep- 
resented by president Charles 
Young, Windsor Locks; secre- 
tary Charles Freeman, Branford; 
Don Hallock, Derby, and Henry 
Hitchcock, Woodbury. 

Prior to the get-together, which 
included entertainment, the Con- 
necticut association held a di- 
rectors’ meeting. The conven- 
tion of the association will be held 
Feb. 17 and 18, 1932, opening 
at noon the first day and closing 
with the annual banquet Feb. 18 
at the Hotel Bond, Hartford. 

The next meeting of The Nut- 
meggers will be the Christmas 
party, Dec. 9, in Hartford. 


BOROM OFFERS SERVICE 
IN STORE PLANNING 


E. K. Borom, 81 Spruce Street, 
N. E., Atlanta, Ga., offers his 
services to hardware dealers 
wishing to rearrange their stores. 
He will do his planning right in 
the store, for rearrangement of 
equipment, etc., supervising and 
directing all changes made. Re- 
muneration will be decided upon 
by the retailer and Mr. Borom. 

Mr. Borom continues as South- 
eastern representative of the J. 
D. Warren Mfg. Co., Chicago, 
Ill., makers of display fixtures, 
etc, 





A. H. JAEGER 


JAEGER, SALES MGR., 

ELECTROMASTER, INC. 

A. H. Jaeger has been - ap- 

pointed as general sales manager 

Detroit, 


Mich., makers of electric ranges. 


of Electromaster, Inc., 


He managed an electrical job- 


bing house in Seattle, Wash., 
and in 1916 became range spe- 
cialist of Hotpoint Electrical 


Heating Co. of California. In 
1926 he was appliance division 
sales manager of that company 
and resigned to become sales 
manager and secretary of the 
Leonard Refrigerator Co. of De- 
troit, Mich, later becoming firs! 
vice-president in charge of sales. 

Mr. Jaeger served as the first 
merchandising committee of the 
N.E.L.A. and later on the elec- 
tric refrigerator committee. He 
had been chairman of the execu- 
tive committee of the National 
Refrigerator Manufacturers As- 
sociation and past president of 
the Chicago Sales Managers 
Club. 


J. W. PFEIFFER DIES 

John W. Pfeiffer, 74, for the 
past 55 years a hardware man 
in St. Paul, Minn., died Nov. 6. 


At the age of 19 he went to St. 
Paul, entering the hardware 
business as a_ salesman, later 
opening his own store, which he 
operated for a few years. For 
the past 32 years he was a sales-— 
man for the Adam Decker Hard- | 
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B’KLYN ASS’N HEARS 
LAMPS AND LIGHT TALK 


Addressing the Brooklyn Hard- 
ware Association, R. G. Morrison 
of the Edison Lamp Works pre- 
sented a very instructive talk on 
lamps and lighting. He traced 
the development of the incan- 
descent lamp, told of merchan- 
dising results developed with 
light experiment which showed 
clearly the potency of better 
lighting for more sales. He ex- 
plained the reason for the new 
30 watt lamp as a means of com- 
bating chain store competition on 
cheap lamps, There were thirty- 
five present at the meeting, which 
was held in Johnston Building, 
Brooklyn, Thursday, Nov. 11. 
President Robert L. Hammond 
presided and Russ Atkinson, Jr., 
acted as secretary, filling the gap 
left by the death of Robert Pear- 
sall, as reported last week. 

As a mark of respect to their 
late secretary all members stood 
in silence for one minute, after 
which the association’s attorney, 
George Brennan, spoke briefly on 
the career of Mr. Pearsall. 

Mr. Morrison illustrated many 
of his points with lantern slides. 
In tracing the development of the 
incandescent lamp he _ used 
replicas of early models. 

President Hammond announced 
that at the next meeting, Thurs- 
day, Dec. 10, J. F. O’Brien of 
the Westinghouse Lamp Co. 
would be the speaker. 


- 





J. M. GILLIVAN DIES 


John M. Gillivan, 65, hardware 
merchant, West Jefferson, Ohio, 
died Nov. 9 from heart failure. 
Mr. Gillivan conducted a hard- 
ware store in West Jefferson for 
the past 41 years. He had been 
a member of the Ohio Hardware 
Dealers’ Association for the past 
35 years. 
ATHLETIC GOODS MAKERS 
HOLD COMBINED SESSION 


A combined meeting of the 
Chamber of Commerce of Ath- 
letic Goods Manufacturers, the 
Athletic Shoe Manufacturers As- 
sociation, Golf Ball Manufactur- 
ers Association and Golf Manu- 








facturers Association will be held 
at the Yale Club, New York City, 
Nov. 11, in conjunction with a 
meeting of National Sporting 
Goods Distributors Association 
executives, 




















COURT APPROVES WINCHESTER SALE 


Approval of the sale of the Winchester Repeating Arms Co., Inc., 
was given Nov. 10 by Judge Carroll C. Hincks in the United States 


District Court at New Haven, Conn. 


The minimum bid authorized 


by the court was $4,000,000 and the date set for the sale is Dec. 15. 


As previously reported in Harp-¢ 
warE AGE, the Western Cartridge 
Co., East Alton, IIl., offered a 
total of $7,800,000, of which $3,- 
000,000 is in cash and $4,800,000 
in Western Cartridge preferred 
stock. It is understood that the 
Western Cartridge offer is satis- 
factory to Winchester creditors 
and to a majority of bondhold- 
ers, and that action had been 
withheld pending the recent 
court approval, 

It is expected that the Win- 
chester properties will be bid in 
by the reorganization committee, 
consisting of Medley G. B. 
Whelpley and Earl Baillie, who 
have formulated a plan contem- 
plating the sale of the assets to 
the Western Cartridge Co. 





R. T. CRANE, JR., DIES; 
CRANE CO., PRESIDENT 


Richard T. Crane, Jr., 58, 
president, Crane Co., Chicago, 
Ill., died Nov. 7 in New York 
City after an illness of 10 days. 
In 1894 he entered the employ 
of the Crane organization, which 
his father, Richard T. Crane, 
founded. In 1898 he was made 
president and carried on the pol- 
icies of his father, having made 
many stock gifts to his employees 
from his own private holdings. 





SIGNAL ELECTRIC NAMES 
FOUR REPRESENTATIVES 


The Signal Electric Mfg. Co., 
Menominee, Mich., announces 
the appointment of four new di- 
rect factory representatives who 
will carry a complete stock of 
Signal products for immediate 
delivery in their respective ter- 
ritories. The representatives are: 
Handel-Davies Co., Cleveland, 
Ohio; P. M. Day & Co., Detroit. 
Mich.; Scott-Jacqua, Inc., In- 
dianapolis, Ind., and W. C. 
Laing, Cincinnati, Ohio. 





B. H. BRINK PASSES; 
VETERAN HDW. MAN 


Bernard H. Brink, 75, died 
Nov. 1 at his home, 1703 Wabash 
Avenue, Kansas City, Mo. For 
more than forty years Mr. Brink 
operated his hardware store at 
Eighteenth and Prospect Ave> 
nues, Kansas City, having come 
to that city in 1887. Mr. and 
Mrs. Brink celebrated their 


golden wedding anniversary on 
Oct. 18. Besides his widow, two 


> 








E. M. BURGESS 


E. M. BURGESS JOINS 
BAKER & SONS AS V.-P. 


E. M. Burgess, who recently re- 
signed as vice-president and 
sales manager of the Atlas Tack 
Corp., Fairhaven, Mass., has be- 
come associated with George 
Baker & Sons, Inc., Brockton, 
Mass., as vice-president and di- 
rector. Mr. Burgess, who had 
been with the Atlas organization 
for 29 years, will devote his time 
particularly to sales promotion. 

The Baker organization has for 
many years been connected with 
the automobile business, a large 
part of its products being used 
in the upholstering of automo- 
bile bodies. At present greater 
attention is being paid by the 
company to the sales of packaged 
lines of tacks and the planning 
of nation-wide distribution. 


ROBBINS IS PRESIDENT 
CLEVELAND HARDWARE 


T. P. Robbins was elected 
president of the Cleveland Hard- 
ware Co., Cleveland, Ohio, suc- 
ceeding C. E. Adams, who be- 
came chairman of the board. Mr. 
Robbins was formerly treasurer. 
H. S. Sherman was elected sec- 
retary and Malcolm McBride, 
treasurer. E. E. Adams, vice- 
president and manager, has re- 
tired. 


SOLTER AND KRIEGE 
FORM PARTNERSHIP 


G. F. Solter and Earl Kriege 
have formed a partnership to he 
known as Solter & Kriege. Mr. 
Solter, who previously operated 
the retail hardware business 





daughters and five sons survive. 


NOVEMBER 19, 


himself at 108 North Main Street, 


1931 





Edwardsville, Ill, has for his 
partner the son of the late Ed- 
ward Kriege, who operated the 
business several years ago. 





RAY O. SCOTT DIES 


Ray O. Scott, 39, member of 
the Scott Bros, hardware firm of 
Marine City, Mich., died Nov. 9, 
of heart disease. He was the son 
of the late Arthur J. Scott, for 
many years secretary of the 
Michigan Hardware Association. 
Since 1911 he had been associ- 
ated with his father and brothers 
in the hardware firm. His mother 
and three brothers, Whitbeck A., 
Marine City, Harold W. and EI- 
dred W., both of Detroit, sur- 
vive, the brothers being members 
of the firm. 


WRITES POEM ON BUHL’S 
4th ANNUAL EXHIBIT 


The recently held fourth an- 
nual show of Buhl Sons Co., De- 
troit, Mich., was attended by 
many dealers. Fred Schlosser, 
New Baltimore, Mich., dealer, 
wrote a poem on the show, en- 
titled “Our Trip Through the 
Hardware Show.” Mimeo- 
graphed copies of it are available 
from E. C. Shinners of the Buhl 
company. 


WEED CHAIN PROGRAMS 
BROADCASTED WEEKLY 


The American Chain Co., Inc., 
Bridgeport, Conn., inaugurated 
the Weed Chain radio program 
series Nov. 11, over the Colum- 
bia Broadcasting System and as- 
sociated stations. Programs con- 
sist of entertainment by a mixed 
quartet and a string orchestra 
and are announced as_ being 
sponsored by Weed Chain deal- 
ers. Broadcasts will be made 
every Wednesday night at 10.15, 
Eastern time. : 

Radio window streamers are 
available to all dealers in the 
area covered by the broadcasts. 





MYERS BASKETBALL 
TEAM WINS TITLE 


Basketball competition during 
the last two seasons did not prove 
very difficult for the Myers green 
and white team composed of men 
from the general office and fac- 
tory of the F. E. Myers & Bro. 
Co., Ashland, Ohio. The team, en- 
tered in the Ashland Industrial 
League, sponsored by the Ash- 
land Y. M. C. A., has won the 
league title for both seasons. 

Members of the team were: 
Marvin Hoffman, Fred Kestner, 
Victor Doerer, manager, Max 
Esbenshade, Loftin Hetsler, 
Chester Lowe, Guy Morr, Glenn 
Morr, captain, and Roy Strick- 
ling. 





CLEVELAND ELECTRICAL 
LEAGUE ISSUES BOOK 


The Electrical League of 
Cleveland, Builders’ Exchange 
Building, Cleveland, Ohio, has 
issued a book entitled “The Art 
of Living Electrically,” a hand- 
book for the modern homemaker, 
tested and ap- 
proved recipes. The book illus- 
trates and describes how elec- 
trical appliances may be used in 
the entire household for con- 
venience, comfort and efficiency. 

House lighting, laundry work, 
kitchen operation, house clean- 
ing and many general hints for 
the housewife are included in the 
booklet. 
washing, cleaning, cooking, etc., 
by use of electricity are fully cov- 
ered in the book. Many sugges- 


tions are included for effective 
electricity utilization by the home 
owner and housewife. 

Less than ten copies cost 50c. 
each, while the cost per copy 
varies from 40c. to 12c. for 
quantities of from 11 to 10,000, 
according to quantities. For im- 
printing less than 500 copies the 
charge will be $3. No charge is 
made for imprinting more than 
500 copies. 


including 154 


Ventilation, heating, 


AN ECONOMICAL DISPLAY 
STAND 

Here is an easy, economical 
way of making steps for display- 
ing utensils in dressing a window 
display. 

A corrugated shipping con- 
tainer and a board is all the ma- 
terial needed. Slit the box di- 
agonally as shown in the illus- 
tration. Then tack the flaps to 
the board as shown, with one 
section of the box overlapping 


the flap of the section below it. 

Lean the board against a box 
at the correct angle and throw 
your covering over it. This works 
for aluminum ware quite as well 
a set of steps built by a cab- 
inet maker. 
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Court Dismisses Suit 





to Prevent Collection 


of Kentucky Retail Sales Tax 


The Federal Court, Louisville, Ky., dismissed on Nov. 6, the suit 


filed by the Kroger Grocery Co., 


et al, asking an interlocutory in- 


junction preventing the Kentucky Tax Commission from collecting 
from retail merchants the gross retail tax on all merchandise sales 





in the State, under the act of@ 


the 1930 General Assembly of 
that State. 


In the decision handed down 
by Judges Charles H. Moorman, 
Circuit Court, Cincinnati; C. I. 
Dawson, Western Kentucky Dis- 
trict at Louisville, and A. M. J. 
Cochran, Eastern Kentucky Dis- 
trict of Mayfield, a motion of the 
State’s attorneys in the case, was 
sustained. In this motion it was 
held that the Federal Court had 
no jurisdiction in the matter. It 
was shown that the plaintiffs are 
provided with adequate remedy 
and recourse within the State 
courts, in event of illegal collec- 
tion of tax, and provision is made 
by the law for refund through 
the State auditor’s office. If tax 
is paid under protest merchants 
have two years in which to file 
suit for recovery. 

Some time ago the State courts 
upheld the law, which was car- 
ried through the Appellate Court, 
which corresponds with the 
State Supreme Court in some 
States. 

The Stewart Dry Goods Co., 
Louisville, J. C. Penny Co., Levy 
Brothers and a number of other 
concerns merged their suits in 
with that of the Kroger interests 
some months ago. 

Under this law the merchant 
is subject to a tax of 1/20 of 1 
per cent on all sales up to $400,- 
000; and an increasing ratio of 
tax on every additional $100,000 
in sales, to straight 1 per cent 
on sales of one million dollars 
or more. The first million may 
be done for approximately $3,050, 
but the second and each succeed- 
ing million costs $10,000. Chain 
stores would have to pay lump 
sales of all units as one organ- 
ization. Small stores would pay 
no more than they do now as 
provision is made for credit for 
any special taxes now paid, such 
as oleo, cigarette, soft drink, etc. 
It is only the chains and the 
larger independent stores that 
will feel the act to any great 
extent. 


McNEILL & SMITH HDW. 
IS IN HASKELL, TEX. 


The new store of McNeill & 
Smith Hardware Co. is located 
in Haskell, Tex., across the street 
from the city hall, and not in To- 
peka, Kan., as stated in the Oct. 
22 issue of HArpwARE AcE. The 
store is located in quarters for- 
merly used by the firm as a ware- 
house. 





42 





T. D. ROWAN DIES; V.-P., 
FONES BROS. HARDWARE 
Thomas D. Rowan, 50, senior 


vice-president and sales man- 
ager, Fones Bros. Hardware Co., 





T. D. ROWAN 


Little Rock, Ark., died at a local 
hospital Oct. 14, following an 
illness of one month. From 1907 
to 1919 he was a traveling sales- 
man for the Belknap Hardware & 
Mfg. Co., Louisville, Ky., in 
Arkansas territory. Then he 
juined the Fones organization as 
sales manager. In 1930 he was 
made senior vice-president and 
merchandising manager. Mrs. 
Rowan and a daughter survive. 





ATKINSON “CHATS” WITH 
CUSTOMERS 


A small mimeographed sheet 
goes into the envelope along with 
the monthly statement to the cus- 
tomers of R. J. Atkinson of 
Brooklyn. The facile Atkinson 
pen turns current topics around 
so. skillfully that each little 
“chat” gets over a pleasant refer- 
ence to the store. 

Many customers who have been 
in the habit of mailing checks 
and phoning orders are thus kept 
informed about the store’s activi- 
ties and are encouraged to revisit 
the establishment. 

It takes the form of a simple 
typewritten letter, sometimes full 
letter size and often half size. 





H. P. BUTTS IS V.-P., 
SODUS HARDWARE CO. 


H. P. Butts has been elected 
vice-president and director of the 
Sodus Hardware & Implement 
Co., Inc., Sodus, N. Y. He was 
senior partner of the firm of 
Butts, Danford & Co., the assets 





of which were recently purchased 
by J. F. Wallace, who reorgan- 
ized and remodeled the store un- 
der its present name. Mr. Butts 
has lived in Sodus all his life 
and has been active in business 
in that community for many 
years, 


N. Y. ASS’N HOLDS 
SESSION IN ROCHESTER 


The Rochester Hardware As- 
sociation turned its Nov. 11 meet- 
ing into a group meeting, at 
which several departments of the 
New York State association were 
demonstrated by the staff of that 
organization. Frank J. Sim- 
mons presided at the meeting 
which followed dinner at the 
Hotel Rochester. Martin Van 
Dussen, past president, New York 
association; George G. Hoy, field 
man of the association, and Sec- 
retary John B. Foley were the 
principal speakers. 

The Rochester meeting closed 
a total of twenty-four State group 
gatherings conducted this year 
throughout the State. 





COBURN, SALES MGR., 
ATLAS TACK CORP. 


L. D. Coburn has been made 
sales manager of the Atlas Tack 


Corp., Fairhaven, Mass., succeed- 


ing E. M. Burgess, who recently 
resigned. For the past eleven 
years Mr. Coburn has been New 
England representative of the 
Atlas organization. 








CENTRAL N. Y. DEALERS 
MEET IN SYRACUSE 


Members of the Central New 
York Retail Hardware Associa- 
tion met Nov. 9 at the warehouse 
of Syracuse Glass Co., dinner 
being served by the company. 
Sixty-four men, including several 
retail store salesmen, were pres- 
ent. Franklin I. Greene, Alexan- 
der Grant’s Sons, Syracuse, spoke 
on “Christmas in the Hardware 
Store,” illustrated by window 
trims, decorations, special price 
cards, etc. John W. Brown, Jr., 
Brown Bros. Hardware & Paint 
Corp., told of “Some Sales Plans 
We Have Followed This Season.” 
Clarence Miller’s topic was “We 
Are On a Cash Basis—The Pub- 
lic Likes It.” Clayton Flanigan, 
Minoa, N. Y., presided. John B. 
Foley, secretary, New York State 
Retail Hardware Association, is 
acting secretary of the Central 
New York association. 

The December meeting will be 
held at the store of Burhans & 
Black, Syracuse, at which time 
members will be guests of that 
house at dinner. 





CARY WRIGHT, MANAGER, 
IDEAL FURNACE CO. 


Cary Wright has been ap- 
pointed manager of the Ideal 
Furnace Co., Milan, Mich., suc- 
ceeding Everett Betts, who has 
resigned. Mr. Wright was for- 
merly with the United States 
Radiator Corp. 





NORGE DISTRIBUTORS MEET AT FRENCH LICK 


Distributors for Norge Corp., 
Detroit, Mich., attended the con- 
vention held Oct. 12-14 at French 
Lick, Ind. Major executives of 
the Norge Corp., executives rep- 
resenting Borg-Warner Corp., its 
parent company, and members cf 
the Cramer-Krasselt Co., adver- 
tising agency, were present. 

Exhibits of the 1932 advertis- 
ing campaign were featured at 
the sessions. Major Howard E. 
Blood, president of the company, 
spoke of the increased sales and 
said that no material changes 





would be made in sales plans for 
the coming year. 

Other speakers were John H. 
Knapp, vice-president and sales 
director, and H. W. Terry of 
the Cramer-Krasselt Company. 
Mr. Knapp pointed out the 
changing trends of present mar- 
ket practices and emphasized the 
need for close cooperation be- 
tween distributors and factory 
staffs, in meeting popular de- 
mands. Mr. Blood is shown in 
the center of a group of Borg- 
Warner executives. 
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BUILD BULB DISPLAY 
AROUND SLOGAN 


Germain’s seed store, Los An- 
geles, has a clock on the corner 
of the building with the slogan 
“Time to Plant.” Around this 
slogan an attractive bulb display 
was made. A border, about a 
foot wide, of sphagnum was laid 
on the floor close to the two ex- 
posures of the window. About a 
foot apart on this sphagnum 
were piles of the following bulbs: 
ranunculus, jonquils, anemones, 
daffodils, narcissus, freesias, tu- 
lips and hyacinths. Each bulb 
pile was named and above on the 
placard it read “Time to plant” 
—whatever the bulb was. But 
what first attracted attention to 
the window from the street was a 
stunning bed of red and yellow 
tulips (made of paper). This 
was “planted” in an oval bed of 
sphagnum close to the front 
glass. The tulips were life size. 
Leading back from this was a 
sanded walk about a foot wide. 
Marching from the back were 
four little dwarfs or gnomes, of 
the Dutch type. They were about 
two feet high and painted in gay 
colors. Two of them pushed a 
small red wooden wheelbarrow. 
The alternate two dwarfs coming 
down the path to the tulip bed 
in front carried such implements 
as a child’s size shovel, rake and 
hoe. On the right hand side of 
the window the wall is covered 
with a mirror. This was taken 
advantage of by another plant- 
ing scheme consisting of yellow 
paper jonquils planted in a foot 
border of sphagnum. The mir- 
ror doubled the number and 
made the window one that no- 
body could seem to pass by. 





PIERCE HDW. EMPLOYEES 
HOLD MONTHLY MEETING 


Thirty-two members of the 
Pierce Hardware Employees’ As- 
sociation met in the store of 
Pierce Hardware Co., Taunton, 
Mass., Oct. 14 for their monthly 
meeting. Supper was_ served, 
after which President James Cal- 
lahan conducted the short busi- 
ness meeting. Mr. Callahan was 
made permanent chairman of the 
educational and _ entertainment 
committee, 

C. J. Davis, Bond Electric 
Corp., Jersey City, N. J., gave a 
talk on “Anti-Freeze,” following 
which motion pictures, showing 
sporting events, were exhibited. 





LEAVENWORTH, AD. MGR., 
WESTINGHOUSE CO. 
Ralph Leavenworth has been 
appointed general advertising 
manager of the Westinghouse 
Electric & Mfg. Co., East Pitts- 
burgh, and will have charge of 
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all advertising and publicity ac- 
tivities of the company, including 
the advertising division of the 
merchandising department, now 
centered in Mansfield, Ohio. 





BIRCH’S HARDWARE IS 
CONSISTENT ADVERTISER 


The Freehold Transcript car- 
ries an advertisement every week 
for Birch’s Hardware Store, 30- 
34 West Main Street, Freehold, 
N. J. Bertram Birch, who has 
been in business 21 years, says 
that the editor of the Transcript 
regards him as his best adver- 
tiser. His ads have been differ- 
ent every week and he claims to 
get the best results in that paper 
for the amount of money spent 
in advertising. 

Recently Mr. Birch bought 
four dozen $1.25 grade colored 
kitchen cans and an equal quan- 
tity of 50-cent kitchen waste 
cans in colors. Both items were 
offered, as a combination, at 
$1.19. The Transcript, which is 
published Fridays, carried a 
third of a column ad illustrating 
and describing the bargain and 
by the following Wednesday 28 
of the combinations were sold. 
By checking with his customers 
Mr. Birch found that each of 
the purchasers had bought be- 
cause of the advertisement. 

Two days before the advertise- 
ment appeared a window display 
showing the combination was in- 
stalled. Mr. Birch is more en- 
thusiastic than ever about effec- 
tive use of local advertising by 
the individual retailer. 





F. J. SMITH DIES; WAS 
FORMER CARD CO. PRES. 


Frederick J. Smith, 75, Mans- 
field, Ohio, died Oct. 11, follow- 
ing four months of poor health. 
In 1913 he retired from the 
presidency of the S. W. Card 
Mfg. Co., Mansfield, Ohio, tap 
and die manufacturers, when it 
was acquired by the Union Twist 
Drill Co. He left Annapolis, 
where he started to train for the 
navy, to become a _ machinist. 
Mr. Smith’s first position was 
with Mason Locomotive Works, 
following which he went with 
other machine shops. 

In 1894 he became general man- 
ager of the Card organization, 
when Simon Card and David 
Harding formed the corporation. 
Upon the death of Mr. Card he 
became president of the firm. 





SLAYMAKER LOCK BUYS 
GENERAL LOCK CORP. 


The entire interest in the Gen- 
eral Lock Corp. as held by the 
General Grinder Corp., Milwau- 
kee, Wis., Charles G. Crabb and 
Van B. Hooper, has been sold 
and transferred to The Slaymaker 





Lock Co., Lancaster, Pa. 
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CHEBOYGAN, MICH., FIRM BUILDS LARGER STORE 


About a year ago the store oc- 
cupied by the Cheboygan Hard- 
ware Co., Cheboygan, Mich., was 
completely destroyed by fire. Joe 
Louisignau, proprietor, has re- 
cently erected a new store three 
times as large as the former one 
on the same site. 
Cheboygan, with a 
population of 4923, 
located 274 miles 
north of Detroit, in 
a summer resort dis- 
trict, can now boast 
one of the finest 
hardware stores in 
Upper Michigan. 

The store is 54 x 
60 feet and was 
equipped by W. C. 
Heller & Co., Mont- 
pelier, Ohio. 

Sales in the firm’s new quar- 
ters have shown a healthy in- 
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Interior of the New Cheboygan 





crease, due to the fact that goods 
are now displayed where they 
may be seen and because the im- 
proved appearance of the store 
has attracted more women shop- 
pers. Proper display and pric- 


ing doubled the store’s business 





in stoves and ranges. The same 
sales force handles a much larger 
volume in the new 
store. 

Cheboygan _resi- 
dents are so pleased 
with having such a 
fine hardware store 
that they take pride 
in showing the es- 
tablishment to out- 
of-town visitors. Not 
infrequently visitors 
entering to inspect 
the store find the 


temptation to buy 
too difficult to re- 
Store sist. 





CAN YOU IMAGINE? 


Empty cans were put to good 
use by William Steinbach of the 
Johnson Hardware Company of 
Peoria, IIl., recently. A small ad 
was run in the evening and morn- 
ing papers offering to boys be- 
tween the ages of three and four- 
teen a useful present in return 
for one dozen clean and empty tin 
cans which had contained fruit, 
vegetables or meat, brought to 
the store. The ad stressed the 
point that the cans must be 
clean. 

Response was immediate. Chil- 
dren from all classes in the com- 
munity came with their dozens 
of cans and received a leather key 
container. They numbered 
about seventy-five or eighty 
boys. On a Thursday evening the 
window was cleared of all save a 
sign reading: “WATCH THIS 
WINDOW TOMORROW AND 
SATURDAY.” Early Saturday 
morning, a son of Mr. Steinbach, 
a high school lad, took his place 
among the cans and all day long 
steadily and rapidly demonstrated 
the various kinds of can openers 
sold in the store. Inside the 


sales force was busy taking care 
i 





of one of the best buying crowds 
they ever handled. Can openers 
were sold in great numbers, but 
sales in all lines increased. 
Incidentally, Mr. Steinbach 
proved to himself that his ads 
were read and that advertising 
does pay. A lot of boys—future 
customers — were pleased and 
made conscious of the store. 





WESTINGHOUSE MAKES 
CABINETS AT MANSFIELD 


Beginning Jan. 1, 1932, re- 
frigerator cabinets will be manu- 
factured in the Mansfield works 
of the Westinghouse Electric & 
Mfg. Co., East Pittsburgh, Pa. 
In making this announcement, C. 
E. Allen, commercial vice-presi- 
dent of the company, pointed out 
that Mansfield is close to the cen- 
ter of distribution and has good 
shipping facilities as well as 
stable labor conditions, and a 
good supply of skilled labor. 

E. M. Olin, works manager, 
said that work will be available 
for approximately 500 additional 
employees. 

C. D. Taylor, refrigeration sales 
manager, states that production 
will be doubled next year. 
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ONCE AGAIN THEY’RE PANNING GOLD IN DENVER, COL. 


Enlarged Many Times, This Picture of Placer Mining on the Platte 
River in Denver, Was Used to Build a Display of Gold Pans Around, 


by the Geo. Mayer Hardware Co., 


Gold! 

A scene that goes back 67 
years is being enacted in the 
heart of Denver today—a scene 
from the days of gold. 

Denver, that grew from a 
straggling row of shacks where 
Cherry Creek joins the Platte, 
has gone back to the industry 
that gave it birth, back to pan- 
ning gold. The boom started 
three months ago when hundreds 
made jobless by the depression 
learned that a good day’s wages 
could be made washing the river 
sands. 

Hardware stores were be- 
sieged with calls for gold pans. 
Old timers remembered that the 
George Mayer Hardware Co. was 
headquarters for gold pans 67 
years ago. The store was lo- 
cated at Fifteenth and Blake 
Streets in those days, a block 
from Cherry Creek, a half mile 
from the river. Gold pans were 
$5 apiece then and every citizen 
was a customer. More for sen- 
timent than anything else the 
store has carried a few pans in 
stock down the years. One a 
month has been the average sale. 
When the depression came along 
and the old prospector who 
works at odd jobs in town dur- 
ing the winter to get together a 
“stake” to go into the hills dur- 
ing the summer found jobs scarce 
the gold pan market hit bottom. 
He was the last of a long line of 
customers. 

“We had just decided to call 
in the junk man and unload our 
remaining stock of gold pans at 
25 cents apiece,” says John 
Stieber, floor manager at the 
George Mayer Hardware Co., 
now located at 1520 Arapahoe 
Street, “when some one discov- 
ered the Platte was running with 
gold again. The rush was on. 
Our sales jumped from 12 to 
300. That is, after we found a 
manufacturer with a supply of 
gold pans. It took us months to 
find one. 

“I suppose that in the early 
days the employees of the store 
knew how to build sales from 
gold pans. 





But we of this gen- | 


Denver. 


The demand took us completely 
by surprise. We soon discov- 
ered, however, that you sell 
camping equipment with gold 
pans. We have a regular list of 
items we suggest now. We sel- 
dom sell them with the gold pan. 
The customer returns a few days 
later after he has sold a few 
ounces of dust at the mint and 
gets an outfit. 

“Our gold pan customers are 
ueually young men from 18 to 20 
years old. Most of them are job- 
less, have families to support, 
and have heard it is possible to 
make four or five dollars a day 
on the river. The novices often 
do that well. Old timers some- 
times make $10. This in the 


heart of the city with automo- 
whizzing by at 


biles their 
backs.” 

The gold boom was no more 
than a month old when it pro- 
duced a racketeer. His province 
was to teach gold panning at $10 
a course. He has prospered be- 
yond reason. Gold pans began 
to appear in second-hand cloth- 
ing stores. Tent and awning 
companies put them in their win- 
dows. The standard price of $1 
was cut to 75 cents. 

A Sunday morning diversion 
now is to drive down to the river 
to watch the gold seekers at 
their labors. Many have taken 
up washing gold for a thrill over 
the week-end. They are strung 
out along the river for several 
blocks on Sunday mornings. 

The first “boom” customers 
bought only gold pans. Nor 
did it occur to the salesmen at 
the George Mayer Hardware Co. 
that anything else went with 
them. Then a small city of tents 
went up along the main stretch 
of “pay” sands near Alameda 
Avenue and Santa Fe Drive in 
south Denver, and the prospectors 
began to outfit themselves with 
items from the housewares de- 
partment of the store. 

Adventurers with big names 
began to drift into the camp. 
Some of them were copy for the 
newspapers. The gold fever has 
spread to other streams as con- 


eration had to brush up a bit. | ditions became too crowded along 
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| the Platte. 
| panning has given the depression 





The revival of gold 


its picturesque side in Denver. 
One newspaper, associating it 
with the Denver of more than 
half a century ago, is running a 
series of stories taken from the 
newspaper files of that time. 
The figure of the old prospectur 
is being brought back by the 
George Mayer Hardware Co. to 
give color to the gold pan dis- 
plays which the store runs in its 
windows. — 


F. 0. JOY IS NOW 
MANUFACTURERS’ AGENT 


F, O. Joy, former buyer and 
manager, sporting goods depart- 
ment of Marshall-Wells Co. at 
Portland, Ore., has formed the 
Joy Sales Co., manufacturers’ 
sales agency for sporting goods, 
toys, cutlery and hardware spe- 
cialties in the Pacific Northwest 
territory. For 21 years he was 
with the Marshall-Wells organi- 
zation, having handled the cutlery 
department as well as sporting 
goods. Headquarters of the new 
firm are at 53 Fourth Street, 
Portland, Ore. 





Rebate Appeals to 
Thrifty Stove 
Buyers 
As this is a period when 
all sorts of thrift and 
economy appeals _ bring 
trade to the enterprising 
merchant this “do it your- 
self” stunt was successful 
in Los Angeles. Barker 
Brothers recently had a 
sale of reconditioned gas 
ranges—100 stoves which 
were sold from $12.50 to 
$17.50. <A rebate of $1.50 
was offered on any one of 
these sale stoves if the 
purchaser connected the 
range himself. Service of 
this sort is often a profit 
chiseller for the merchant, 
and the saving attracts 
customers. The same is 
true of “Deliver Yourself 
and we'll rebate the de- 

livery cost.” 














J. C. CUTHBERT BUYS 
CEDAREDGE HARDWARE 

J. C. Cuthbert has purchased 
the interests of C. E. Ross in the 
Cedaredge Hardware Store, 
Cedaredge, Colo. 


HERE IS A WINDOW TO ATTRACT HUNTERS 


L. H. Mitchener, employed in 
the store of Page’s Hardware, 
Bucksport, Me., knows how to 
arrange an interesting window 
display. Our illustration shows 
a miniature hunting camp calcu- 
lated to create a desire in the 
hearts of Bucksport’s men folks 
to take to the woods. 

The artistry of this arrange- 
ment is only partly indicated in 
the picture, the cabin and other 
accessories being accurately 
made. Mr. Mitchener writes: 
“Fhere is a lake in the front of 
the window, but the camera did 
not include it. The brook com- 
ing down on the side next the 
trees is running water. I have a 
pump that pumps the water from 
the lake to the brook in back of 





the camp. As you look up the 
brook you can see a log bridge 
across it. Right by the big rock 
beside the book is a fireplace. 
Beside the path from the lake 
there is a flag pole on the left, 
and on the right an axe and 
chopping block, saw horse and 
buck saw and a pile of wood. 
On the left of the steps are a 
chair and a ladder. 

“The cabin is made of split 
logs and chinked with moss. The 
outside chimney is made of 
patching plaster and stones. At 
night we have the camp lit up 
and have the moon shining 
through the trees in back of the 
camp. The camp itself is 18 in. 
x 24 in. with a 6 in. wide 
piazza.” 
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HORNUNG RESIGNS FROM 


F. W. Hornung, president and 
general manager, Strevell-Pater- 
son Hardware Co., Salt Lake 
City, Utah, has announced his 
resignation from the organiza- 
tion, to take effect Jan. 1, 1932. 
Mr. Hornung went with the com- 
pany in the early part of 1902, 
having previously been with Far- 
well, Ozmun, Kirk & Co., Minne- 
apolis, Minn. He began his 
hardware career at Dubuque, 
Towa. 

In 1914 he became secretary 
and general manager and in 1916 
added the duties of treasurer. 
Mr. Hornung became vice-presi- 
dent in 1917, retaining his posi- 
tions as treasurer and general 
manager. His present position he 
assumed in 1923. He has no 
definite plans for the future 
other than to take a short vaca- 
tion early this winter. 





J. M. BOTT DROWNS 
ON FISHING TRIP 


John M. Bott, pioneer hard- 
ware merchant of Breckenridge, 
Minn., met death by accidental 
drowning last month. He had 
gone fishing on the shores of 
Otter Tail River, which had 
been his practice for many years. 
Mr. Bott was born in Dubuque, 
Iowa, June 17, 1867, and upon 
leaving school entered the em- 
ploy of Andrew & Tredway Haid- 
ware Co., later known as the A. 
Tredway & Sons Hardware Co. 

After serving his apprentice- 
ship with that firm he traveled 
as its representative in north- 
ern Iowa, for a number of years. 
Later he covered the same terri- 
tory for Janney, Semple, Hill & 
Co., Minneapolis, Minn. Twenty- 
eight years ago he left the road 
to go in the hardware business 
for himself, locating in Brecken- 
ridge, Minn. 


CHICAGO ARTWARES 
SHOW, FEB. 1-6 


The Chicago National Art- 
wares Show, opening at the 
Hotel Stevens, Feb. 1, and con- 
tinuing throughout the entire 
week, marks the first important 
merchandising event in the 1932 
program of the National Gift and 
Art Association. There are now 
more than two hundred leading 
manufacturers, designers and im- 
porters of giftwares, novelties, 
decorative home furnishings and 
personal accessories. 

While much of this increased 
demand may be accounted for by 
an accelerated holiday trade, in- 
dications are quite general 
throughout the retail trade that 
business is better—that the buy- 
ing public, notwithstanding the 
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much-advertised depression, is 
still responsive to the appeals of 
style, color, beauty and artistic 
design and craftsmanship, when 
these appeals are combined with 
those of utility and economy. 
Many buyers plan the most 
important of their buying trips 
to coincide with Chicago’s spring 
showing of national exhibitors. 





TREASURY DEPT. PLANS 
SELECTIVE SALES TAXES 
TO INCREASE REVENUE 


‘From Our Washington Bureau) 


The Treasury Department list 
of products proposed for taxation 
is partially tentative, but it is 
stated that it has definitely de- 
termined to include certain lines, 
including motor vehicles, radios 
and cigarettes. The Treasury is 
reported to have definitely de- 
cided not to levy taxes on arti- 
cles of food, rent, fuel or other 
necessities. 

The American Automobile As- 
sociation brands as “False As- 
sumptions” the Treasury “inti- 
mations” that automobile taxes 
are nominal, but points out that 
the motor vehicle industry al- 
ready pays in taxes 18.3 per cent 
of its valuation. It also attacks 
the contention that the automo- 
bile manufacturer would absorb 
the tax, calling attention to the 
fact that the former excise taxes 
on motor vehicles were passed on 
to the consumer, which would be 
inevitable in the future. 

The Treasury Department pro- 
gram does not indicate, however, 
that the idea of a general sales 
tax that would hit every retailer 
and every customer in the coun- 
try has been left out of the reck- 
oning. There was such a strong 
uprising against this proposed 
form of taxation that it was clear 
it could not get through Con- 
gress. 


WHEELBARROW PRACTICE 
RECOMMENDATION 
READY 


The proposed revision of sim- 
plified practice recommendation 
R105-29, on wheelbarrows, is now 
before the members of the in- 
dustry for their consideration and 
written approval, according to an 
announcement by the division of 
simplified practice of the Na- 
tional Bureau of Standards. On 
April 26, 1929, a joint confer- 
ence of representative manufac- 
turers and users of wheelbarrows 
drafted a simplified practice rec- 
ommendation which was accepted 
by the industry, and promulgated 
by the Department of Commerce 
as simplified practice recom- 
mendation R105-29. This recom- 
mendation listed 41 sizes and 
types of barrows, and elimi- 
nated 84. 

A revision meeting, held Sept. 





22, 1931, proposed a further re- 
duction to 27 varieties. It also 
recommended that all steel-tray 
barrows be rated and cataloged 
according to cubical content of 
the struck capacity, measured 
with dry wheat. To meet the 
need for a uniform terminology, 
it was decided that the wheel- 
barrows contained in the simpli- 
fied practice recommendation 
should be designated S-1, S-2, 
etc., in order of their appearance 
in the list. 

The revised recommendation is 
to be effective upon announce- 
ment by the division of simplified 
practice that the required degree 
of support has been secured. 


A. D. WILLIAMS DIES 
AFTER AN OPERATION 


A. D. Williams of the Ameri- 
can Chain Co., Bridgeport, Conn., 
passed away Friday, Nov. 13, 
after an operation for appendi- 
citis. Mr. Williams had _ been 
associated with the American 





A. D. WILLIAMS 


Chain Co, a great many years, 
and was known to hosts of 
friends in the automobile and 
hardware trade as “Skee” Wil- 
liams. 

Mr. Williams had been con- 
nected with the F. Hersh Hard- 
ware Co., Allentown, Pa.; Beth- 
lehem Spark Plug Corp., Bethle- 
hem, Pa., as field manager, and 
“X” Laboratories, New York 
office, in charge of sales, during 
his business career. 


CASPER QUYNN DIES 


Casper Quynn, 73, died Nov. 3, 
of pneumonia, at his home in 
Frederick, Md. For 55 years he 
had been connected with the 
hardware firm of Allen G. Quynn 
& Co., Frederick, a business 
founded in 1796 by the Quynn 
family. 





SPONSORS HOLIDAY 
DISPLAY CONTESTS 


The Electric Refrigeration Bu- 
reau of the National Electric 
Light Association, 420 Lexington 
Avenue, New York, N. Y., will 
sponsor two contests among re- 
tailers who arrange interior or 
window displays stressing the 
idea of giving an electric refrig- 
erator as a Christmas present. 
Awards offered total $600, which 
will be distributed in six prizes 
of $100 each. Displays featuring 
any make of electric refriger- 
ators are eligible for entry in 


either contest. 

Competition has been divided 
into three classes according to 
size of windows and _ display 
space. 

In the window display contest 
the awards will be made as fol- 


lows: For store with window 
floor area of 50 sq. ft. or less, 
$100; for store with window floor 
area of from 51 to 100 sq. ft., 
$100; for store with window floor 
area of over 100 sq. ft., $100. 

In the store interior display 
contest, the awards will be made 
in accordance with the following 
provisions: For store with in- 
terior display floor area of 200 
sq. ft. or less devoted to electric 
refrigerators, $100; for store with 
interior display floor area of 
from 201 to 400 sq. ft. devoted 
to electric refrigerators, $100; 
for store with interior display 
floor area of over 400 sq. ft. de- 
voted to electric refrigerators, 
$100. 

Rules applying to the store in- 
terior display and window dis- 
play contests are: The display 
must feature electric refriger- 
ators of any brand or brands, 
and in actual use some time 
during November or Decem- 
ber, 1931. The display must 
have some Christmas or holiday 
appeal and must present directly 
or indirectly the idea of an elec- 
tric refrigerator as a Christmas 
gift. The display must contain 
some display advertising material 
as made available by the electric 
refrigerator manufacturers. This 
may be in the nature of display 
cut-outs, signs, charts or other 
material. The display must con- 
tain some tie-up to the Electric 
Refrigeration Bureau. This tie-up 
may be the slogan design cut- 
out, magazine advertisement or 
other material. Photo or photos 
of store interior display or win- 
dow display and letter of ex- 
planation must be in the hands 
of the judges not later than Jan. 
12, 1932. Letter must siate the 
square foot area of display space 
devoted to electric refrigerators. 
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The Cooperative Movement 


im Business 


HIS is the day and age of co- 

operative effort. No better evi- 

dence of this can be presented 
than the development of the Voluntary 
Chains of retailers, which is spreading 
throughout the country at an amazing 
rate. Primarily instituted to combat 
the corporation big chain so-called 
menace, it has attained proportions far 
beyond any idea of the simple begin- 
ning of the originators. 

These changes in buying methods 
will naturally affect the merchandis- 
ing and business future of a great 
many manufacturers, wholesalers and 
distributing organizations, whose prod- 
ucts are sold through retail channels. 

Manufacturers’ associations and their 
members who are to progress under 
these changing conditions must adopt 
cooperative merchandising plans, do 
creative promotion on a collective ba- 
sis, as well as provide stimulating plans 
and ideas for individual members to 
effectively operate. 

Net profits for the next few years 
will. depend not on business. volume 
but..onwbusiness methods. This is a 
day of scientific merchandising. The 
manufacturer, jobber and wholesaler 
must adjust his methods of doing busi- 
ness to the new order of the day. 

Net profits in a year like this and 
for several years to come will be made 
by new ideas and new methods. They 
will not be made by jogging along and 

doing the same old thing. 

‘The customers who will come to you 
this year of their own accord will not 
be enough. You must go out customer- 
finding. 

You must explore—you must enlarge 
your territory—you must push into new 
markets. You must do something dif- 
ferent. 

This is no year for dignity and com- 
placency. It is a year to take your 
coats off. 

This is a year when your competi- 
tors.will be easy to beat. That is the 
bright side of it, and when I say com- 
petitors I do not mean those who are 
engaged in the same business you are, 
but rather those in other fields of 
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merchandis- 
ing who are 
competing 
with your in- 
dustry. 

If your 
business is to 
grow under 
current con- 
ditions, it is 
incumbent 
upon you 
to sell intelli- 
gently, ag- 
gressively, 
continuously 
and with as little waste as possible in 
policies and methods. 

This period of economic inclemency 
that we are now going through may be 
a blessing in disguise; for prosper- 
ity is too apt to prevent us from ex- 
amining our conduct, while adversity 
leads us to think properly of the state 
which is most beneficial to us. Then 
again, adversity has never been consid- 
ered as a state when a man or a busi- 
ness most easily becomes acquainted 
with himself, particularly in being free 
from “fair weather” friends and flat- 
terers. 

A few years ago there were a lot of 
men in industry and in’ business who 
had a superiority complex who today 
have a very different mental attitude 
toward their fellowmen, and to that 
type of man I say—this adversity, this 


HOMER J. BUCKLEY 


Extracts from an address by Homer J. Buckley, 
Pres., Buckley, Dement & Co., Chicago, before 
the American Hardware Mfrs. Assn. Convention 


period of economic upset, has been a 
blessing in -disguise. 

The psychology of depression devel- 
ops a tendency among many business 
men to look far afield for help from 
the outside when a remedy, or at least 
relief, may lie at the elbow and within 
the company itself. 

The depression is real, of course, and 
cannot be wished away. It can, how- 
ever, be WORKED away. Just at this 
time the important point is not that 
business is slow, or that the causes 
were whatever they were, but that a 
remarkably large amount of business 
exists, and that it is the job of each 
company to go after it and get it. 

It seems to be the opinion of our 
business leaders that the very root of 
our unemployment problem is traced 
down to the unemployed dollar—the 
dollar “salted in the sock”—the bank, 
the vault, the safety deposit boxes of 
the nation—afraid to venture forth. 

Dragging that slacker dollar out and 
putting it to work purchasing more 
than the bare necessities of life will in 
turn put men to work, and there goes 
your old depression. This, of course, 
is quite a job. Evidently it cannot 
be done by tears, commissions, threats 
or cut prices. They all have failed, 
so why not try an unorthodox, simple, 
gamey idea of promoting confidence. 

Let’s adopt the slogan—Don’t roost. 
Crow or get off the fence. 





Knape & Vogt Issue Booklet, 
On Tidy Clothes Closets 


An attractive illustrated booklet entitled 
“Tidy Clothes Closets,” written by Anna 
May Sprague, has been issued by Knape 
& Vogt Mfg. Co., Grand Rapids, Mich. 
The booklet traces the history of closets 
for clothes from prehistoric times and 
points the lack of conveniences employed 
in former times, as compared with facili- 
ties available at the present time. 

The uses to which K-Veniences, made by 
the Knape & Vogt organization, may be 
put are described and illustrated in the 
booklet. Included in the line are shoe 
racks, trouser hangers, closet rods, sta- 


tionary garment brackets, clothing car- 
riers, tie racks, hat holders, coat and suit 
and coat and hat hooks. 


Oakes Poultry Equipment 
Lines Shown in [Illustrated 


Catalog 


The Oakes Mfg. Co., Tipton, Ind., has 
issued catalog No. 39, illustrating and de- 
scribing poultry equipment and _ acces- 
sories, many of the items being shown in 
actual colors. Feeders, troughs, brooders, 
waterers, fountains, fountain heaters, fat- 
tening batteries, brooder stoves, ventilators, 
thermometers, brood coops and various ac- 
cessories are shown. 
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Selling Toys at Christmas Season 


How Washington, D. C., Hardware Store Operates Holiday 


Selling Plans 


HE Morris Hardware Co. in 
Washington, D. C., goes after 
the doll carriage and toy 


wagon business at Xmas time and 
makes an almost complete turnover. 


“We sell practically all of the 
merchandise we buy,” explained W. 
Morris, “and we have very little 
carry-over. Wagons are our biggest 
sellers, kiddie cars and velocipedes. 
These are the three main things, but 
we also sell-a lot of doll carriages 
and dolls also, but not such big dolls. 

“We employ two extra salesmen 
during the month of December and 
keep them busy all the time. We 
hire them right after Thanksgiving 
and train them for the Christmas 
rush when it comes. In this way, 
through intensive training in ad- 
vance, we find that we can obtain 
better results in Christmas selling 
than by waiting until the last two 
weeks before Christmas to hire them 
for the final rush. 


Using the ’Phone 


“Your telephone is a distinct sell- 
ing asset during the holidays, de- 
pending, of course, upon how it is 
used; but if rightly used, it can cre- 
ate a lot of business for you which 
might not otherwise be obtained. 
Selling by telephone is not neces- 
sarily an art but simply applied 
common sense. You talk to custom- 
ers just as you would talk to them if 
they came into the store. You don’t 
have to have any kind of set sales 
talk, but you simply open up with 
a friendly word of greeting, tell them 
who you are and what you have to 
sell, and then let them do the rest 
of the talking. 

“Sales can be made and orders 
taken in less time over the telephone 
than almost any other method, and 
deliveries made to the complete sat- 
isfaction of the customer. The tele- 
phone economizes time, and the vol- 
ume of sales obtained is a good in- 
dex of public confidence and con- 
stitutes a proportional part of one’s 
business which is obtainable at low 


cost. 

“Success in telephone selling de- 
mands the same general ability re- 
quired in selling by accepted meth- 


NOVEMBER 19, 1931 


ods over the counter of your store. 
If your sales personnel is well 
trained, quick and competent, and 
your merchandise is reliable, that is 
all that is needed to sell the cus- 
tomer. Any saleswoman who knows 
her goods and prices and how to sell 
can accomplish a great deal over the 
telephone and bag a great many or- 





ders which might otherwise go to 
some other store for lack of more 
aggressive merchandising methods, 
and that is why we use the telephone 
quite extensively during the holiday 
season. 

“We use a pad of telephone order 
blanks so that there can be no mis- 
take in recording the customer’s or- 
der properly and in giving prompt 
delivery service. The accurate re- 
cording of all telephone orders is 
very important and that is why I 
use printed slips. 








No Chain Store Problem in 
West Australia 


FREMANTLE, West AUSTRALIA. — The 
Harpware AGE comes forward weekly, and 
is eagerly awaited by all the staff, and 
although your methods of distribution 
differ a great deal to those in this country, 
much useful information is gained by us. 

We do not have the competition of the 
chain stores here as you in U. S. A. appear 
to have, but the last two years Woolworth’s 
have established houses in both Perth and 
Fremantle. (Have a look at a map and 
you will see where these two cities are 
situated in West Australia) but the goods 


~ they carry stocks of cannot be classed as 
‘hardware—mostly fancy goods and rubbish 


at that. 

J. & W. Bateman, Ltd., are one of the 
oldest established merchants in Australia. 
The present firm was established in 1860, 
but prior to that it was founded and known 
in 1830 as John Bateman’s, the present 
principals being the fourth generation. 

Herman COottins, 
J. & W. Bateman, Ltd. 





About Complete Stocks 


Boston, Mass.—I have just read your 
article in the last edition of the HARDWARE 
AGE concerning the tragedy of “OUTS,” 
and I feel that this condition among many 
of our hardware men is responsible for the 
letting down of sales, when sales during 
the past year at least is essential to 
success. 

I am glad that you have touched upon 
this feature of the business, because in our 
conventions too much has been said about 
buying in small quantities and often. This 
method to me is a tragedy to those who 
follow such advice. 

In my own business, you know, I have 
kept my stock up to the minute, and the 
reputation which we enjoy in this locality 
justifies our position “if you cannot find it 
anywhere else, you can find it at ‘Jimmy 
Elms’” (Jimmy Elms is the familiar name 
of our store) is the watchword of many 
of our customers. 


In the Editor’s Mail 





If the hardware men of this country 
would begin right now and carry a more 
complete stock of merchandise for which 
they have a demand, what a quickening 
of the pulse of the jobbers and manufac- 
turers would take place; general business 
would be on the upgrade and the general 
public would be better served by the mer- 
chants having a representative stock rather 
than having a stock as it is today among 
many, spread out so thin that it serves the 
customer and the merchant no satisfaction 
whatsoever. 

Again if the hardware men of this 
country should increase their stock from 
$500 to $1,000 each right now, what an im- 
provement in business it would make. 

I am now placing my orders for spring, 
and in most instances paying for them, 
having faith that every dollar thus ex- 
pended is helping lessen this depression 
and building for the future. 

Lesuig E. Jacoss, 
President of the New England 
Hardware Dealers Association 
_and proprietor of the Elms 
Hardware Co. 





That Duck Shooting Treaty 


Winnirec, CanapA.—We notice by your 
edition of Oct. 22 an article by Saunders 
Norvell to the effect that Canadians have 
violated an understanding with the Amer- 
icans with respect to duck shooting and 
what would appear to be intended to be a 
complete list of the Provinces and regula- 
tions in Canada, but whether by design or 
otherwise reference to Manitoba is entire- 
ly omitted. Manitoba has honored that 
understanding to the full and within the 
last few days her government has refused 
to extend the time limit as they have been 
requested to do. I think it is only fair 
that this explanation ought to be made 
so that Manitobans will be given credit 
for the honoring of the obligation if there 
was one binding on Canadians at all. 

W. E. Davinson, 
Manager, Credit Department, The 
J. H. Ashdown Hdw. Co., Limited. 
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YQ \HE hardware store is 
_— those retail estab- 

lishments which offer the 
public its most appealing ranges 


of gift merchandise. But we 
wonder if retailers realize fully 
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the lines that may be given a 
holiday appeal. 

Take paint for instance. It is 
not at all likely that anyone is 
going to give his best girl a 
gallon of house paint, but what 
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In making these 
posters, you 
draw cross lines 
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on a sheet of 
compo board, 
enlarging the 
squares as many 
§ times as you 
wish to enlarge 
your poster. You 
then plot out 
the design, fol- 
lowing it from 
square to square. 
- It is easy to do 
and produces a 
bs very accurate 
job. 









































Get Christmas Into Your Store NOW 


is to hinder the family giving 
dad a boost by suppying much 
needed material for a new dress 
for the old home? That will 
release a lot of dad’s money for 
other gifts to the family. 

At any rate you can include 
paint in the Christmas picture 
with the aid of our suggestion 
for this week. The arrangement 
is so simple, yet effective, as to 
need no description here. 

The gift window on the op- 
posite page is also a simple 
window to construct. The novel 
Christmas tree is made from 
compo board covered with green 
felt or crepe paper and deco- 
rated. The fireplace can also 
be made from compo board. 

Remember the price tickets, 
and have them in keeping with 
the holiday season. 
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How Our Window 
Suggestions Work Out 


cording to your sketch in the March 19 
issue of the HARDWARE ACE. 

“We found that your plan was very prac- 
tical, as you will note we have made a very 
beautiful window from it. 

“I might say that the signs were made up 
here by us on a machine for that purpose, 
and I believe that they are very good. 

“I will be glad to have your criticisms, 
constructive and otherwise, on this window. 

Very truly yours, 
J. C. Amis, Secretary.” 






























Cc. AMIS, 
Secre- 
@ tary of 
the Chicago 
Retail Hard- 
ware Associa- 
tion, writes, in 
reference to the 
window display 
of the model 
store operated by the Associa- 
tion, that the window suggestion 
from a March issue of HARDWARE AGE was help- 
ful in arranging a paint window. 
We reproduce his window display with the 
inspiration. 
His letter follows: 
“Enclosed, herewith, you will find a pic- 
Fe ture of the paint window which we just 
f trimmed. This window was carried out ac- 
é 
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it Was Like This — 


EFERRING to the 

work of other win- 

dow trimmers, of 
course. Harry Walfish, 
California, Pa., sends this 
hunting window, which 
stopped the sport minded 
customers. 

The paint window on 
this page was prepared 
with the help of the Pock- 
randt Paint Supply Co., 
Akron, Ohio, while the 
other attractive paint win- 
dow on page 51 comes 
from the Nagell Hard- 
ware Co., Minneapolis. 

A. timely display ap- 

“pears at the foot of page 
51, and comes from the 
Carlisle Hardware Co., 


Springfield, Mass. 
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IF ITS WORTH PAINTING... ITS WORTH A WOOSTER Brurcyy 
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HARDWARE AGE 
LDVERTISING 
SERVICE 

FOR THE 

WEEK 






HARDWARE AGE 
ADVERTISING SERVICE 








PP1 


Uncle John Says: 


People will be wanting practical 
gifts for Christmas this year 
and (store name) is the store 
to supply them. Here you'll 
find things for the home that 
the entire family can enjoy as 
well as toys for the children, 
household conveniences for 
=o: and Handy Tools for 


They’ re all of the finest quality 
and all priced to make your 
Christmas dollars go farther. 


(List Items 
With Prices) 


YOUR STORE NAME 














We can’t put it together again, 
but we can furnish you a new 
one and at a remarkable saving 
too. 


Come in today and see our 
wonderful offering of home fur- 
oa that you us- 

ally see at twice our price. 
eek at these values. 


(List Items 
With Prices) 


YOUR STORE NAME 





By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are 
especially planned to help every hardware store make its advertising 
more practical and effective by the liberal use of human interest illus- 
trations. Copy is always supplied in so far as it is practical for use 
by all of our clients. 


The description and pricing of the items must necessarily be left to 
the individual store in most cases. In writing the descriptions to give 
to your printer with the supplied ad layouts keep in mind that brief, 
to the point descriptions are the most effective. The style, size, col- 
ors, unusual features, or special economies effected by the use of the 
item should be given. If greatly reduced, it is sometimes desirable 
to show former as well as reduced price. If any question arises con- 
cerning the use of these ads, write us. You'll find us willing to help 
you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets 
of mats of all the advertising illustrations of these two pages, 
inclosing your check for $1.25. If you need mounted cuts order them 
by number given under each cut, listing the numbers in a column. 
Figure the charge of 35c. for each cut when less than ten cuts are 
ordered; when ordering ten cuts or more figure the charge at 30c. 
for each cut ordered. Inclose check with order, please—this saves 
bookkeeping for small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 











Election Dayis Over | ~> ie | 

But We Keep on Rr 

Shouting Our 
Bargains! 





PP3 


Every day more happy customers are coming to (Store 
Name). The reason is simple. Our merchandise is depend- 
able—it is of the finest quality and always gives satisfaction. 
Our prices are right in keeping with the lower cost of raw 
materials and production. Join the bargain-wise crowd. 
You'll save money too. 


(List Items 
With Prices) 


YOUR 8272 O82 BAR SE 




















HARDWARE 































HARDWARE AGE 
ADVERTISING 
SERVICE 

FOR THE 


Always Tie Up Your Displays WEEK 
With Your Advertising! 
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PP5 
Electrical gifts are modern; they are practical. They save 
labor and make a good appearance. No wonder they are HA1 \ i 
favorite gifts. You’ll be thrilled when you see our offering 
of electrical things. The finest and newest, and priced so Sida dine alin eee emia 
you can afford to give them. are vendiainet this erent sam. 


Inferior hardware used in the 
construction of a house only 
means heavy repair expense 
after a few months and costs 
you more in the long run. 


We pride ourselves on the high 
quality of our hardware for we 
know it is of the best and gives 
satisfaction. Our prices are the 
lowest we've seen yet for the 
same high quality. 





PP6 
(List Items Chromium Plated (List Items (List It 
With Prices) Percolator Set With Prices) With does 
: $0.00 
Complete 
Large nine cup percolator. YOUR STORE NAME 


Here is a set that looks as 
if it cost twice our price. 
Beautifully styled — chro- 
mium plated — will not 
tarnish. Nine cup perco- 
lator—00 inches high — 
tray 0 x 0 inches—sugar 
and creamer — life-time 
chromclox element cord 
and plug—an elegant gift. 


YOUR STORE NAME 


























Give a Practical Gift 
This Year 


This is no time for knick knacks and “pretty” 
things that you seldom, if ever, use. The 
gifts that will bring the most joy to your 
family and friends will be practical gifts. 
Things they can use—Things for their home. 
We've planned for months to have these very 
things for you and provide them at rock- 
bottom prices. The results speak for them- 

. Selves. Look at these values. Many more 
await you in the store. Now is the time 
to buy! 





PP8 


Quality Counts in 
Pots and Pans 


It never pays to buy “cheap’”’ 
things for the home. They do 
not give the wear you expect 
and are never quite satisfac- 
tory. We are offering the great- 
est selection of Housewares in 
our history at remarkably low 
prices for such high grade things. 
It will pay you to shop at 
(store name). You save in the 
end. 


(List Items 


With Prices) (List Items 


PP? With Prices) 
7H STORE. HAM E YOUR STORE NAME 
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GeneraL Marker News 
OF THE WEEK | 












Demand Reflects 
Gradual Expansion 


New York, Nov. 18.—In- 
creased activity in seasonal and 
holiday lines is indicated by cur- 
rent reports from the principal 
market centers. The improve- 
ment is largely attributed to a 
distinctly better sentiment in 
trade circles, resulting from re- 
cent favorable developments in 
the general business situation. In 
several sections of the country, 
November sales of wholesalers 
are reflecting a slight increase 
over the corresponding period of 
last year. 

With the hunting season at its 
height, firearms and ammunition 
are in excellent demand. Sev- 
eral toy manufacturers are op- 
erating their plants on overtime 
schedules to fill orders for holi- 
day requirements. Shelf hard- 
ware and most staple lines are 
moderately active. The move- 
ment of winter merchandise, in 
certain sections, has been ham- 
pered by the mild and unseason- 
able weather. 

Prices are generally steady, 
with few revisions of importance 
being instituted by manufactur- 
ers. Advances, in scattered in- 
stances, have created a gredter 
degree in the stability of current 
quotations. 

The credit situation retains a 
fairly satisfactory character. 
Collections, as a rule, are slower 
than usual, although this phase of 
the situation has not noticeably 
impaired buying. 
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Chate:enil Mil Order Biles 
Declined 7.6% in October 


Sales of the first nineteen chain 
store and mail order companies to re- 
port for October were $104,610,060, a 
decline of 7.6 per cent from the total 
of $113,221,927 reported for the same 
month of last year. Cumulative sales 
of the same companies for the first 
ten months of the year were $891,295,- 
920, against $925,911,323 for the same 
period of last year, a decline of 3.75 
per cent. 

Large sales losses in October by two 
of the mail order group were effective 
in turning a better showing by the 
chain stores into a loss for the whole 
list. 

Montgomery Ward & Co. reported 
sales for October as $22,034,206, a de- 
cline of 26.7 per cent from the 1930 
figure of $30,092,894. Sales for the 
longer period aggregated $179,058,940, 
a decline of 19 per cent from the $221,- 
246,075 reported for last year. 


Delta Electric Co. Reduces 
List Prices on Flashlight 
Lanterns 


The Delta Electric Cp., Marion, Ind., 
has reduced the list price of the Buddy 
flashlight lantern from $1.50 to $1.25 
complete less batteries, and has also 
lowered the list price of the Apollo 
hand lantern from $2.75 to $2 complete 
less batteries. 

In connection with the price reduc- 
tions, the company advises that both 
of the lanterns mentioned have been 
improved through now being furnished 
with a new outside focusing arrange- 
ment. 


Dozen Lots of K-Veniences 
Subject to Extra 10% 
The Knape & Vogt Mfg. Co., Grand 


Rapids, Mich., manufacturers of the 
K-Venience line of clothes closet fix- 
tures, has announced that an extra 10 
per cent discount in addition to the 
usual trade discount will be allowed 








dealers on all dozen lot orders. Buyers 
are being invited to take advantage of 
the extra, discount on all future pur- 
chases. Dealers will be permitted to 
specify any assortment of sizes on 
items available in more than one size. 

The extra 10 per cent discount on 
dozen lot orders applies on the entire 
K-Venience line, including clothing 
carriers, extension rods, garment 
brackets, shoe racks, trouser hangers, 
hat holders and tie racks. 


Price Reductions Effective 
On Three Telechron Clocks 


Reduction in the prices of three 
Telechron electric clocks, two of them 
to new low levels, have just been an- 
nounced by the Warren Telechron Co., 
Ashland, Mass. 

One of the reductions concerns the 
new model 715—an alarm clock simi- 
lar to the Telalarm, but without illu- 
mination and with a gold finish dial. 
This new model will retail for $8.50, 
or $1.25 less than the previous lowest 
priced clock in the line. 

Model 327, a Gothic type clock with 
mahogany case, was reduced even low- 
er and now sells at $7.50, thus becom- 
ing the loWest price Telechron clock. 
Its former price was $9.75. 

Model 727, an alarm clock with a 
case similar to that of model 327, has 
been reduced from $12.50 to $10. 

Dealers and distributors, in line with 
the company’s policy, will be allowed 
credit for the revised priced clocks on 
hand which were ordered within 90 
days preceding the price reductions. 





Continental .Advances Prices 
On Screen Doors and 
Windows 


The Continental Screen Co., Detroit. 
Mich., issued its prices for the coming 
season on screen doors and window 
screens during the week of Nov. 16. 
The new quotations reflect a slight ad- 
vance over the past season. 
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As Charted in the Survey/of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


When the charts of the twenty-one basic indicators appearing below are compared with those for the preceding week it becomes apparent 
that their movements have generally become more favorable. Upward trends are reflected in freight car loadings, petroleum production, 


Basie Business Indieators for Week Ended Oct. 31 


building contracts, steel ingot production, wheat receipts, bank debits outside New York City, time money rates and bond prices. 


the remaining thirteen indicators six show downward tendencies while seven are practically unchanged from the preceding week. The 
increase in freight car loadings and the decline in money in circulation are considered favorable indications of improvement in the gen- 
eral business situation. It is also noteworthy that price indexes on the basic conditions charted have shown scarcely any noticeable 
— fluctuation for several months. Many believe that the recent stability of prices denotes that rock bottom has been reached and that an 


advancing price trend is probable in the near future. 
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MEMPHIS 


(Memphis Correspondent of HARDWARE AGE) 


Mempuis TENN., Nov. 17. 


OBBERS are more encouraged 

over conditions because of recent 

increases in the price of cotton 
and cotton seed, and because of facts 
regarding the quantity of cotton real- 
ized and the grades which are very 
fine. Also because of the extremely 
favorable gathering weather. Retail- 
ers in the territory are also finding en- 
couragement in the fact that farmers 
are realizing a surplus from their cot- 
ton after paying Government and bank 
loans. This is more than was expected 
and is certainly a great source of sat- 
isfaction to consumer, dealer and 
jobber. 


SALES GAIN 


Dealers interviewed in a number of 
towns in northeast Mississippi last 
week and from the dealers we get the 
information that more money is being 
paid on old debts during the days 
since Nov. 1 than had been paid in 
four months altogether prior to that 
time. In several of these towns we 





(Pittsburgh office of HARDWARE AGE) 
PirtspurcH, Nov. 17. 
HILE business has shown 
some improvement since the 
first of the month, jobbers 
report that orders still leave something 
to be desired, notwithstanding the low 
state of general activity. Little interest 
is being shown in Christmas goods, and 
jobbers attribute this partly to the fact 
that many retailers have money tied up 
in closed banks and have their credit 
otherwise impaired. No marked Christ- 
mas activity is expected until after 
Thanksgiving, and at that time it is be- 
lieved that buying will be somewhat re- 
stricted. 


AMMUNITION ACTIVE 


The demand for ammunition is one 
feature of the market. Reorders for 
guns and loaded shells are coming to 
jobbers in good volume, and it is evi- 
dent that the ammunition trade in gen- 
eral will be fully equal to last year. 
Hunting clothing, however, showed 
some falling off. Seasonable items 
which depend on cold weather for their 
movement are still rather disappoint- 
ing. 
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PITTSBURGH 


learned that general trade is very much 
improved and that on Saturday, Oct. 
31, and on Saturday, Nov. 7, there was 
really a congestion of trading, resem- 
bling very much normal times in quite 
a number of these towns. It is pos- 
sible, of course, that this increase is 
temporary, but it is the general opinion 
of jobbers and dealers that it is really 
a beginning of better trade conditions 
following a breaking up of the depres- 
sion. 


PRICE TREND 


There have been no material price 
changes of consequence, a few slight 
adjustments continue to come through 
from manufacturers, but in the main, 
prices are holding firm. Dealers are 
influenced some by the change in prices 
of raw cotton and are apparently more 
willing to book orders for their spring 
requirements of cotton goods, such as 
plow lines, back bands, collar pads, etc. 


SPRING ORDERS 


Future bookings continue ‘good. If 
any change at all, dealers are more 





FREIGHT RATE INCREASE 


An increase in freight rates on hard- 
ware out of New England is causing 
wide dissatisfaction among jobbers in 
this territory. The rate from New Ha- 
ven to Pittsburgh, for instance, will be 
raised from 594c. a hundred pounds 
to 8lc., with corresponding increases 
from other New England shipping 
points. 


PRICE CHANGES 


Price changes during the week have 
been of minor character, and quota- 
tions on many lines for next season are 
still being deferred. Wire nails are well 
held at $2.25 a keg, Pittsburgh, and 
wire products in general are showing 
a little activity. Bolts and nuts are still 
weak, but jobbers have made no price 
revisions. Painting ingredients are un- 
changed. 


GENERAL TREND 


Basic industrial conditions in west- 
ern Pennsylvania have held the im- 
provement noticed earlier in the month, 
but no further gains have been record- 
ed. Steel ingot production in the Pitts- 
burgh district is holding at about 30 
per cent of capacity, and rolling mills 
are maintaining recent schedules. 








Better Feeling Is Manifest; 
General Business Shows Improvement 


readily influenced to book for their 
spring requirements of farm goods and 
equipment. During the past week in- 
dications of a willingness to include 
farm implements in their bookings be- 
came apparent. Sales of all sorts of 
plow gear, plow repairs, singletrees, 
clevises, etc., continue right along and 
the indications are that bookings are 
going to be heavier for spring shipment 
in 1932 than they were in 1931. 


COLLECTIONS 


Credit departments are expressing 
satisfaction in a more general way than 
in the past. The increased payments 
on merchants’ accounts receivable by 
their farmer customers have enabled 
dealers to satisfy their banking connec- 
tions and many of them who did not 
anticipate being able to pay on their 
merchandise accounts and notes pay- 
able before December or January, are 
making substantial payments now, with 
the result that collections are consid- 
erably improved and showing very sat- 
isfactory tone. 


November Sales Show Slight Increase ; 
Gain Is Less Marked Than Usual 


The building industry in this sec- 
tion has shown a rather remarkable im- 
provement in the last month or two, 
and it would seem that the trend had 
finally started definitely upward. While 
public projects still predominate, small- 
er jobs are having some effect upon the 
totals. 


COLLECTIONS 


Collections are still slow, although 
the promise of the State Banking De- 
partment to repay depositors for a con- 
siderable amount of their deposits in 
recently closed banks is a hopeful sign. 





American Steel Warehouse 
Ass’n Releases September 
Sales Figures 


In the statistical summary for the 
month of September, issued by the 
American Steel Warehouse Association, 
formerly the American Steel and Heavy 
Hardware Association, as compiled 
from data submitted by member firms, 
sales for the month as compared with 
the like period of last year show a 
decrease of 27.54 per cent. As com- 
pared with the preceding month, an 
increase of 2.20 per cent is shown. 
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> |THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS 











GREEN SHELLS SURE SELLERS 


a? Last week | advised you to make a special drive on 
© Zz Kleanbore Nitro Express Loads during the short duck 
.) season. | pointed out that the shorter season will mean 
pe more shells consumed per man per day and stronger 
| } | demand for the green Nitro Express Shells that nail ‘em 

at 60, 70, and 80 yards, and even at greater distances. 


NM Now | want to call your attention to the effect the 
il shorter season for ducks will have on your sales of all 
- 3 Kleanbore Shells. Is the fellow who usually spreads his 
ce duck shooting over two or three months going to put his 
pe gun away at the end of a month this year? He is not. 
ae He’s going to turn his attention to rabbits, squirrels, quail, 
grouse, pheasants, or what have you to shoot in your neck 
5 Ser ) of the woods? 





igor i] Here again the dealer, who refuses to be discouraged 
| by what at first looked as if it might curtail his sales, has 
got a splendid opportunity. 
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Push Kleanbore—the green shells that have proved the 
Wang \f shooting sensation of the year—that have spread a green 
| carpet of empties along the firing line at every important trap-shoot- 
ing event—that have knocked world’s records into a cocked hat. 





/ The dealers who push Kleanbore will have the cream of the business 
in every town in the United States. Your jobber will promptly ship 
fill-in orders of the green shells. Don’t submit to substitutions. 


The Greatest Value Ever Offered— af PLA 822, 


The Remington Standard American Dollar Pocket Knife President 


REMINGTON ARMS COMPANY, Inc. 
Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 4-2300 
Manufacturers of Arms, Ammunition and Cutlery 














© 1931 R. A. Co. 








NOVEMBER 19, 1931 

















Your Jobber ; 


Good workmen know good tools. 
Your customers appreciate the 
finest in pliers—this finest is 
Kleins. Klein Pliers, standard 
with master workmen and public 
utilities “since 1857’? are made 
in a wide variety of sizes and 
styles to meet every requirement. 


You should have a complete line 
of Klein Pliers in stock. Order 
through your jobber. 


KLEI 





NEW YORK—Business Improves 
Slightly—Outlook Is More 
Encouraging 


New York, Nov. 17. 


ETROPOLITAN _ wholesalers 
who have had their eyes on 
the commercial horizon declare 


that signs of gradually approaching 
prosperity have become apparent with- 
in the past week or ten days. From all 
indications, confidence that better 
times are in the offing is growing in 
local trade circles. In Manhattan itself 
the feeling of pessimism over current 
conditions and the future outlook is far 
more noticeable than in most other sec- 
tions of the country, according to those 
closely in touch with national trade 
conditions. Hardware salesmen declare 
that it is only necessary to travel 100 
miles from New York City to reach 
territories where dealers are decidedly 
cheerful over recent favorable devel- 
opments in the general business situa- 
tion and are already noting some ac- 
tual improvement in trade. 


SEVERAL BRIGHT SPOTS 


Advancing prices of several impor- 
tant commodities have served to stim- 
ulate buying in some lines and have 
had a tendency to make the trade less 
cautious in ordering merchandise. It 
is estimated that the purchasing power 
of the farmer has been increased ap- 
proximately 10 per cent through price 
advances in farm products, and this 
has aided trade in farming districts. 
Another indication of improvement is 
reflected by the October sales of New 
York department stores, which showed 
more than the usual seasonal increase. 
Notwithstanding the fact that sales for 
the month revealed a decrease of 10 
per cent as compared with the same 
month of last year, it is conceded that 
price declines more than account for 
the disparity. Also that there is little 
question but that an increase occurred 
in the physical volume of trade. Many 
predict that an upturn in the manufac- 
turing industry now appears most 
probable, basing their opinion on the 
fact that it is becoming increasingly 
difficult to secure prompt shipments 
from manufacturers, due to depleted 
stocks. 


CURRENT DEMAND 


Mild weather continues to retard the 
normal movement of seasonal goods, 
although a fair demand for some win- 
ter items is reported. Interest in holi- 
day goods is finally being manifest 
with an increasing number of orders 
for toys, cutlery, wheel goods and other 


Christmas lines being received. Many 
retailers have already arranged their 
toy displays as a means of creating 
early consumer interest.. Holiday items 
in the one to five dollar price range are 
most active. The distribution of $600,- 
000,000 in cash in Christmas Club 
funds during the week of Nov. 30 is 
expected to have a stimulating effect on 
business. 


OTHER ACTIVE LINES 


The demand for firearms and ammu- 
nition is deemed very satisfactory. 
Anti-freeze solutions are in brisk de- 
mand and are being offered in larger 
variety than during any previous sea- 
son. Roasters and carving sets for 
Thanksgiving have enjoyed a fairly ac- 
tive demand. The lower prices for tur- 
keys will doubtless create a better than 
usual demand for larger roasters. Heat- 
ing supplies, weather strip, radiator 
enclosures and similar lines are mod- 
erately active. Garden tools of the type 
required in planting bulbs and shrubs 
are in improved demand. Wood-cutting 
tools are moving in satisfactory volume. 
The mild weather has prolonged the 
fall painting season with the result that 
the demand has been fairly good. With 
the longer nights, electric lamps are in 
improved demand. 


COLLECTIONS 


The credit situation has shown very 
little change. Wholesalers are continu- 
ing to exercise the utmost care in ex- 
tending credit, and have managed to 
keep collections on a fairly satisfac- 
tory basis. A few stores with impaired 
credit are finding it difficult to carry 
ample stocks to meet their require- 
ments. This has added to their prob- 
lems, as their patrons are forced to 
shop in stores having complete stocks, 
where their needs can be promptly sat- 
isfied. 


South Bend Lathes Shown 
In Catalog No. 92 


The South Bend Lathe Works, 425 East 
Madison Street, South Bend, Ind., has is- 
sued catalog No. 92, which is profusely 
illustrated. Illustrations show exterior and 
interior views of the plant, as well as va- 
rious models, parts and tests made. Speci- 
fications and price data are included in 
the catalog, as well as data as to inter- 
esting booklets for the mechanic, in refer- 
ence to the care, use and purchase of 
lathes. 
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(Chicago office of HARDWARE AGE) 
Cuicaco, Nov. 17. 


T no time this year has there 
been such a widespread renewal 
of confidence. Quite naturally 

the easing of credit will strengthen this 
confidence; and, although the work- 
ings of the National Credit Corpora- 
tion may not be spectacular, they will 
be far-reaching. Financial aid for IIli- 
nois banks took tangible form last 
week. The Chicago-Illinois group of 
the national corporation approved 
loans totaling about $2,000,000 to six 
banks, some of them in Chicago and 
others downstate, the first actual func- 
tioning of the pool. It was explained 
that these loans are the forerunner of a 
broad policy for helping all solvent 
banks that have good but “frozen” as- 
sets. The Illinois group has received 
applications for a number of other 
loans. When examined, and, if ap- 
proved, the money will be made quickly 
available. 


NEW STANDARDS PREVAIL 


When we report for the Mid West, 
and for Chicago, a continuing gain in 
optimism, we cannot forget that the 
“pars” of comparison have rather per- 
manently changed. Only the idle think- 
er can expect that the completest pos- 
sible recovery will bring back the in- 
flated outputs and the inflated valua- 
tions of 1929. Business is aiming at 
more normal goals, and is expecting 
less easy profit and more hard work in 
the new good times than in the hectic 
era of overstimulation. 

Just as October made a gain in re- 
tail selling over September, so Novem- 
ber is running a little better than Oc- 
tober. This is true despite freaks of 
the weather, which have brought un- 
seasonable warmth up to the very 
threshold of winter. Sales of hardware 
and of steel will be quickly influenced 
by farm prosperity, and much is ex: 
pected during the next 60 or 90 days 
from the estimated gain of 10 per cent 
in the farmer’s purchasing power since 
Oct. 1. The unusually mild weather 
has not had any stimulating effect upon 
collections from the retailer, which 
generally have shown a tendency to 
slow up. The jobber is continuing to 
emphasize the necessity to all retailers 
to keep expenses down in proportion 
to shrinkages which have occurred in 
their sales. 
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Chicago Optimism Continues to 
Grow; November Retail 
Sales Show Gain 





MARKET NEWS NOTES 

Loaded shells and game cartridges 
are moving freely. Retail buying is so 
much later than usual that jobbers 
have run out of many items. The fac- 
tories, so far, have been able to make 
prompt replacements. 

The steel animal trap season is in 
full swing. Early trappers are out after 
pelts, and dealers’ stocks generally 
show need of refilling. The double- 
jawed type continues to outrank in 
popular call the older styles of traps. 

Government reports have showed 
successive reductions in the estimates 
of the 1931 broom corn crop, and an 
early upward revision in broom prices 
would not be surprising. 

Shellac has registered another 10- 
cent decline. At the lowered prices, 
jobbers here consider contracts for fu- 
ture requirements a wise move. 

Turpentine has made two changes 
for a total advance of 3 cents per gal- 
lon. Linseed oil is steady, after an up- 
ward change of 34 cents. 

Gift types of flashlights, such as 
candle and wall lights, are moving 
nicely. These are moderately priced, 
and very suitable for Christmas gifts. 

The wild weather has postponed 
dealer ordering of seasonable tools, 
such as axes, crosscut and wood saws. 
November sales are therefore expected 
to show a sharp increase in these lines. 

During this month sales usually 
reach their height on tire chains and 
repairs, cow-ties, halters, log and heavy 
coil chain. Dealer stocks are known to 
be low, and jobbers are already ex- 
periencing many “rush” calls. 

A decline in price is announced for 
1932 on Absorene wall-paper cleaner, 
effective at once. The popular 14-ounce 
size has been reduced $1 per gross. 

Sales of copper rivets and burrs, 
now out of season, are little affected 
by the recent 5 per cent drop in price, 
but costs are now so very low that for- 
ward buying seems tempting. 


Crosley Broadside Shows 
1932 Radio Line 


The Crosley Radio Corp., Cincinnati, 
Ohio, has issued a broadside announcing, 
describing and illustrating members of the 
1932 line of radio receiving sets. Descrip- 
tive matter includes dimensions, equip- 
ment, list price and data as to finishes of 
cabinets. 














































that make pipe threadin 


easier, faster, with balanced 
stocks—build repeat business 


It is the clearance from the cutting points, 
the “ backed - off’ design, that eliminat 

“drag and makes ARMSTRONG BROS. 
Pipe Dies easy cutting. It's the stuff they're 
made of (Vanadium Tool Stee!) that makes 
this improved design possible and that holds 
sharpness. The features of these dies include: 


Adjustable Pipe 
Dies 





Solid Pipe Dies 


Free cutting Top Rake 
“Backed-off” Chasers Correct cutting angle 
Ample Chip Clear“ Backed-off’ Chasers 
ance Correct Throat 
Vanadium Steel Angle 
Chasers Ample Chip Clear- 
Chasers solidly sup- ance 
ported (cast-weld- + Special Vanadium 
ed into die body) Tool Steel 


ARMSTRONG BROS. Stocks have bodies of 
Certified Malleable Iron, are smoothly 
finished, accurately machined. They are 
handier, are balanced —carry the Arm-and- 
Hammer Trade Mark, the recognized mark 
of the “ Better Pipe Tools.”” 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
—S 3 \ 


Write for Catalog B-27, 
176 pages of Quality Tools 


314 N. Francisco Ave., Chicago, U.S A. 
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NESE ee a 


- Dazey 


sold only through 


Jobbers =: Dealers 


The DAZEY has been the leading 
Churn for many years and has 
always been sold through legiti- 
mate Jobbers and Dealers. En- 
do: by Good Housekeeping 
Institute, State Agricultural Col- 
leges, and Scientific Buttermakers 
everywhere. It is strictly a 
a Churn. Only the best 
materials are used carefully 
assembled. Made in sizes to suit 
everyone’s requirements, from 2- 
quart to 10-gallon. The extension 
of electric power lines into rural 
districts has — up anewfield 
for DAZEY Electric Churns. 


Recommend DAZEY CHURNS 
for mixing PAINTS, LACQUERS 
and PASTE—A NEW FIELD! 


Dazey Sharpit—All purpose household Sharpener. uires ne 
—, =. en je wae ged of its type. "Pratentea® oundieg 
w 5 ractively finis! in rust-proof elect: . ar 
nished with removable, reversible pe me ee 


“Oraer from Yeur Jobber 
Dazey Churn & Manufacturing Company 
St. Louis 
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Why not let 
Duluth help you , ‘ 
to make your There 5 a Mine 


business better— 


TODAY... of Information 


Some folks figure that the 





stories we tell about helpin H . 

hardware merchants to o " tally-important 
more profit out of their busi- facts, live merchan- 
ness are just too good to be one : a 

true. dising ideas and 

We don’t blame them in the ~ 

face of present conditions but sales - P roducin 8 
really we have the proof to methods in HARD- 


back up these stories. 


WARE AGE each 


It’s because we’ve helped so 


many that we feel we might ° 
Siteceinittemnen: week. Make it a 
Let us help you with your habit to read your 


sales problems. 


business paper 
| regularly and thor- 
DULUTH oughly. 


STORE EQUIPMENT 
DULUTH SHOW CASE CO, DULUTH, MINN 


Business Analysis Merchandising 
Store Planning Installation 


Write for Catalog of Complete Line 






































ATLANTA 


Upturn Is Anticipated; 
Prices Are More Stable 


(Atlanta office of HARDWARE AGE) 
Atianta, Nov. 17. 


URRENT activity with hard- 
ware jobbers serving this ter- 
ritory has shown very little 

change from the last few preceding 
weeks. Seasonal temperature has stim- 
ulated movement in some lines; how- 
ever, business in general continues to 
have the same moderate character that 
has existed for some time. Sales dur- 
ing October are reported as being con- 
siderably under the figures of October 
last year. However, in spite of these 
conditions, optimistic sentiment is man- 
ifested by opinions from both hard- 
ware wholesalers and hardware retail- 
ers and reflects the prediction that 
business will soon be on the upgrade. 


ACTIVE LINES 


Leading the list of most active cur- 
rent items at this time are pocket cut- 
lery, table cutlery, stoves, ranges, stove 
pipe, stove accessories, etc., while the 
future-erder list shows cotton collars, 
cotton rope, hames, back bands, traces, 
plows and planters. 


PRICE SITUATION 


The price situation apparently has 
assumed a more stable character as 
manufacturers have announced very 
few recent price revisions of impor- 
tance. A few prices on seasonal items 
are quoted from local hardware whole- 
salers’ stocks as follows: 


SEED: > cadbecbdvebeuns Ue baveeee $2.60 per keg 
1 3.85 k 
1% pol. staples...........se6++ 85 per keg 
base 
Heavy cattle barb wire........ 2.85 per roll 
Heavy hog barb wire.........- 3.10 per roll 
Old Beck cotton collars........ 4.75 per doz. 
Lankford junior collars........ 6.50 per doz. 
Lankford cotton collars........ 9.25 per doz. 
6 in. 29 gage stove pipe........ 11.00 
5 in. 29 gage stove pipe........ 10.50 
7 in. 29 gage stove pipe......-. 12.75 
7 in. x 6 in. 29 gage stove pipe. 14.00 
5 in. 1 pe. corrugated elbows.. 1.15 per doz. 
6 in. 1 pe. corrugated elbows.. 1.25 per doz. 
7 in. 1 pe. corrugated elbows.. 1.75 per doz. 


No. 7-15 cast iron cook stoves.. 6.50 each 
No. 8-16 cast iron cook stoves.. 7.25 each 
No. 8-17 cast iron cook stoves.. 9.50 each 
No. 8-19 cast iron cook stoves.. 10.50 each 
No. 8-21 cast iron cook stoves.. 16.00 each 


Stove boards, wood lined, art 


imlay—24 x 24...........000- 11.75 per doz. 
Stove boards, paper lined, art 

SOO WE Rs vives bisccesnce 7.00 per doz. 
Stove boards, wood lined, art 

inlay—28 x 28..........e000- 16.00 per doz. 
Stove boards, paper lined, art 

i’ £ $ eerie 8.40 per doz. 
Stove boards, wood lined, art 

inlay—38 x 38........cceeee. 22.00 per doz. 
Stove boards, paper lined, a 

Se ae Se ee per 10.75 per doz. 


GENERAL CONDITIONS 


The economic picture in this terri- 
tory has been brightened by recent re- 
(Continued on page 62) 
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Let the 


RIP 
SPRINKLER 


“The Master Rain Maker” 





Compiled by 












Justin PHuUNN 
i add to your 


1932 
PROFITS 





The pretty young kinder-; ‘“What’s dat new job you 
garten mistress had been tell-| done got on de railroad?” she 
ing her pupils all about the} asked. 
winds, their power, different} “Well, honey, you-all knows 






effects, and so on. de guy dat goes alongside de 

“And, children,” she went | train an’ taps de axles to test The simplicity and low price of 
on, enthusiastically, “as I|’em,” explained Mose. “Well, ff i this Self-Adjusting Lawn Sprink- 
came to school this morning | Ah just helps him listen.” | ler makes sales quickly. Only 





on the top of the bus, some- 


thing softly came and kissed| “Clothes do not make the one moving part; guaranteed 


not to clog or corrode. 

















my cheek. What do you think hone . 
it was?” Observe the dandy’s— i ‘ “ 
“The conductor!” cried the | If further proof’s required, yom a heaped vad a \ 
children joyously. Just gaze at Gandhi’s. a ee a 
unequalled. The Spike Model 
Mother: “You naughty girl, and Golf Model operate splendid- 
“It is the duty of everyone| Ruth, to pick up your food | ly together on a long hose. 
to make at least one person|that way. I ought to send you’ § When you sell the combination 
happy during the week,” said| away to some boarding school [] To be_Stuck it also 
a Sunday school teacher. | to learn manners.” ne 


“Have you done so, Freddy?”} Ruth: “Why, Mother, can’t “$1.00 | | Helps Yeu Sell 


“Yes,” said Freddy promptly.|I learn them home?” 
“That’s right. What did you 








do?” “I went to see my aunt} A man went into a small ] ‘oe Hose Kl) r | 








and she was ha when [| country store. The only man 
went home.” gcd in sight, presumably the pro- | Go with Them 
‘prietor, was enjoying his ease ff 
at the back of the shop, chair [J and adds to your profits. 
A rabbit doesn’t know how| tilted back and feet on the {f The user simply sticks the 
lucky he is to be able to run| counter, and made no move | spike in the ground, turns 
around all the time in a beau-| to come forward. 4 on the water and sees a 50 
tiful seal-skin coat. The prospective customer | foot diameter circle of per- 
waited a few minutes and then fect raindrops on 50 
called: “Can’t you serve me? pounds pressure. Will op- 
History Professor: “Define|I am in a hurry to get home.” erate efficiently on as low 
the middle ages.” The proprietor shifted his | as five pounds pressure. 
Student: “They used to be| position slightly and drawled: Dealers report very satis- 
30 to 45; now they are 50 to|“Couldn’t you come in some factory sales. 
70.” time when I’m standing up?” 
RETAIL PRICE: 








"1.00 


Series or Golf Model, $1.25. 
Pipe or Irrigation Model, $1.00. 


Sold only on a Money Back 
Guarantee. 






' If your jobber cannot sup- ff 
ply you, write us. 


Send for prices, sample 


and illustrated folder. 


-sessoescoi- . | | 


R. 1. P. COMPANY 














CLEVELAND, OHIO | 835 FLORIDA AVENUE pene 
Plants at Cleveland and Kent, Ohio; Chicago and Birmingham i JACKSONVILLE, FLA. i 16 
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(Continued from page 60) 

ports of industrial resumption and con- 
struction activity. It has been reported 
from several sections that some of the 
larger industrial organizations are re- 
suming operations, and that hundreds 
of men have been replaced on the pay- 
rolls. 


BOSTON 


(Boston office of HARDWARE AGE) 

Boston, Nov. 17. 
HE scope of buying by New 
England retail hardware dealers 
continues to expand. It not only 
includes staple hardware lines, but 
interest in winter. and holiday mer- 
chandise is now quite general. Al- 
though figures are not available at the 
moment, wholesale houses here feel 
reasonably sure that bookings for the 
first half of this month will show a 
slight increase as compared with the 

corresponding 15 days of last year. 


IN ACTIVE DEMAND 


Since last reports buying of ice 
skates, snow shoes, skiis, electric and 
oil heaters, all kinds of stove acces- 
sories, storm window goods, ash bar- 
rels, coal shovels, furnace cement, fur- 
mace coverings, cotton gloves, tire 
chains, anti-freezing liquids and com- 
pounds and similar merchandise has 
perked up noticeably. Christmas tree 
holders, window candles, toys, chil- 
dren’s games and the various items 
closely associated with the Christmas 


TWIN CITIES 


(Minneapolis office of HARDWARE AGE) 

MInNEAPOLIs, Nov. 17. 
HE general tone of conditions in 
the Northwest tributary to the 
Twin Cities shows improvement 
during the past week. Without doubt, 
the advance in the price of wheat, fol- 
lowed by a similar movement in the 
prices of other grain, has had the effect 
of heartening the people in the agri- 
cultural districts. On the other hand, 
the prices at the markets for hogs and 
cattle are still low, the price for cat- 
tle being at one of the lowest points 
for years. Hogs are selling somewhat 
better, although the market still is 

low. 


CHANGE ENCOURAGES 


As with other parts of the country, 
the Northwest has been greatly en- 
couraged by the change for the better. 
The whole advance in stocks and bonds, 
as well as farm products, has given 
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ATLANTA BUSINESS 


Evidence that business in Atlanta 
is active was furnished recently by a 
report from the city clerk, which shows 
that business licenses for the first ten 
months of 1931 have increased over 
the same period of 1930. The rate of 





trade also figure more conspicuously in 
the day to day wholesaler’s salesman 
business gettings. 


CONFIDENCE IS SHOWN 


While the wholesale business is bet- 
ter than it was it is not, of course, 
as great as in recent former years. 
And it does not follow that retail buy- 
ing is based entirely on current needs, 
for the average retail merchant is only 
fairly busy. Around Nov. 7, New 
England experienced quite a cold snap. 
On the heels of that cold spell the 
increase in buying of winter and holi- 
day merchandise was immediately no- 
ticeable. Then followed a period of 
almost record breaking warm weather 
for November, but not of sufficient 
duration to stem the flow of retail buy- 
ing. Wholesale houses therefore main- 
tain that the character of retail buy- 
ing is nothing but an expression of 
confidence in business future. 


PRICE CHANGES 


Price changes are reported this 





the long anticipated reaction toward a 
brighter outlook. Theoretically, the 
Northwest has gained many millions of 
dollars by the change. Reports from 
many lines of business show a more 
hopeful attitude on the part of the 
public. 


COLD SNAP AWAITED 

Fall and winter merchandise, due to 
the mild and bright weather, has been 
moving slowly. With a turn to colder 
weather and storms, the buying public 
will without doubt begin to purchase 
more of that class of goods. It is 
quite generally admitted that stocks 
are low’in retail stores, and in many 
of the jobbing houses. 


ACTIVE LINES 
Electrical items are gaining in favor 
with the shorter daylight hours. Lamps 
and bulbs are being displayed and 
advertised extensively. Flashlights and 
flashlight batteries are in demand. 






increase has been larger during the 
latter part of the year, indicating a 
state of mind and a responsiveness that 
is favorable to new business enter- 
prises. During October the licenses in- 
creased from $78,059.81 in 1930 to 
$83,515.29 in 1931. 


Scope of Retail Buying Expands; 
Wholesale Sales Reflect Increase 


week, which in the eyes of some whole- 
sale houses, are the most important 
noted in some time. These changes 
include reductions in machine bolts, 
carriage bolts, lag screws, sink bolts 
and wood screws, and an advance in 
wire brads. The discount on full pack- 
ages of machine bolts, carriage bolts 
and lag screws from store is now 70 
per cent, contrasted with 65 and 5 per 
cent, heretofore. For broken packages 
from store the discount is now 60 per 
cent. For direct factory shipments the 
discount is 70, 10 and 10 per cent 
subject to the manufacturers’ extras. 
Sink bolts are now 60 and 10 per cent 
discount, as against 50 and 10 pre- 
viously. 

Wood “screws are now quoted at 25 
and 10 per cent beyond the print. 
From stock, wire brads are 70 and 10 
per cent discount, and on _ factory 
shipments, 75 per cent discount. The 
cost of common tacks has been reduced 
slightly, the discount now being 60 and 
10 per cent beyond the print. 


Business Tone Shows Improvement; 


Colder Weather Is Needed 


Electric radiant heaters are also in de- 
mand, for days when the furnace is 
not necessary, or for the bathroom. 
Radios are being advertised and dis- 
played vigorously with many new de- 
signs and types to attract the prospec- 
tive owner. It will be recalled that 
the hardware trade in general was 
slow to adopt the radio as a sales item, 
but it has gained a permanent place 
now. 


COLLECTIONS 


It is hoped that the improved atti- 
tude in general will react favorably on 
collections, but it is still too early to 
see any marked improvement in this 
direction. Credit departments are con- 
tinuing their cautious attitude toward 
credit risks, both in wholesale and 
retail trade. A slightly more favorable 
attitude in some parts of the territory 
toward loans by banks for business 
purposes has been noted. 
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Insist upon the Original 
U. 8. Poultry Fenee! 


@ Designed like farm fence 

@ Line wires run parallel full length of roll 
@ Interlocked joints cannot slip or unravel 
@ Stretches straight to wood or steel posts 
@ Requires no top-rail--no baseboard 

@ Rolls out flat; easier to handle and cut 
@ Rigid enough to stand alone 

@ Costs no more 


You, as a dealer, can reduce your merchandise 
investment, speed up turnever, boost sales and profits, 
by concentrating on this modern, nationally advertised 
netting. It alone fills every need, meets every de- 
mand, of your trade. It consistently outsells all other 
nettings for every purpose. It discourages price com- 
petition... attracts. new customers... builds per- 
manent and profitable repeat business. 

U. S. Poultry Fence, now as always, is distributed only 


through the regular wholesale and retail channels. It is the 
only poultry netting nationally advertised to your customers. 


Consider these important factors when you place your 
orders for poultry netting! Be sure to insist upon the original 
U. S. Poultry Fence! For, in no other netting can you obtain 
the superior U. S. features of design and construction the pub- 
lic has come to demand! 


Indiana Steel & Wire Co. 
Muneie, - - Indiana 


Makers also of IMPERIAL, Farm Poultry and Lawn 
Fence, Trellis, Flower Border, Steel Posts, Gates 


Furnished in 
standard heights 
--12 to 72 inches 


Made with 
One-inch and 
Two-inch Meshes 


Netting That Stands 
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No. 220 


Size of But—344x34 






GRIFFIN HINGES 


N lovely homes 


where details mean so much 





are found--because they com- 


bine sturdy, practical quality 


with precise uniformity and 


superior finish. 


RIFFIN 


(GRIFFIN 





ERIE, PENNSYLVANIA 





Branch Offices:- 


NEW YORK: 45 Warren Sr. 
CHICAGO: 162 N. CLINTON Sr. 


BOSTON: 113 PuRCHASE S¥; 
SAN FRANCISCO: 703 Marker Sr. 
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CINCINNATI 


(Cincinnati office of HARDWARE AGE) 

Cincinnati, Nov. 17. 
XCEPT for a normal slight in- 
i} crease in business over last 
month, the district hardware 
market is without feature. Continued 
warm weather is still having a telling 
effect upon consumer interest, although, 


of course, general economic conditions 
also are retarding demand. 


TREND OF DEMAND 


Seasonal merchandise is moving in 
fair volume, but not as well as could 
be desired. Fall goods have suffered 
because of the weather conditions, but 
the demand for such winter items as 
anti-freeze mixtures and Christmas 
tree light sets, is good. Staple items 
are moving in a steady volume, but 


September Paint Sales 
Increased Over August 


(From Our Washington Bureau) 

Sales of paint, varnish and lacquer 
products in September rose to a value 
of $21,921,225 from $21,323,143 in 
August, according to reports received 
by the Bureau of the Census from 588 
manufacturers. In the first nine months 
of 1931 sales totaled $227,695,169, as 
compared with $285,226,263 in the cor- 
responding period of last year. 





Ramie Fishing Nets 
Are Held Dutiable 


(From Our Washington Bureau) 

Reversing a decision of the United 
States Customs Court, the United 
States Court of Customs and Patent 
Appeals has held that Ramie fishing 
nets are dutiable at 1814 c. per lb. and 
10 per cent as fishing nets of Ramie. 
This was the duty assessed by the col- 
lector. Importers had protested that 
the nets were properly dutiable at 40 
per cent as manufactures of vegetable 
fiber, and were sustained by the lower 
court. 





September Enameled Ware 
Shipments Increased Sharply 


(From Our Washington Bureau) 

Showing a sharp increase over pre 
ceding months of the year, shipments 
of enameled sheet-metal ware in Sep- 
tember totaled 307,068 doz., valued at 
$1,042,699. In volume the nearest ap- 
proach in 1931 to the September move- 
ment was in March, when shipments 
were 312,916 doz., valued at $1,161,148. 


64 





here, too, there is room for improve- 
ment. 


ATTITUDE IMPROVES 


The general feeling in the market, 
as the result of reported improve- 
ments in the steel industry at Pitts- 
burgh and increases in stock market 
quotations, has improved. Of course, 
the attitude of the trade is always a 
good indication, but if the same op- 
timism were felt by consumers, the 
market reports would have more tan- 
gible evidence of returning demand. 


GENERAL CONDITIONS 


Quotations on a number of listed 
stocks have improved on the local stock 
market, attracting a slightly larger 
buying movement. Whether this her- 
alds improved general market condi- 





American Handle Co. 
Issues Attractive Catalog 


The American Handle Co., Jonesboro, 
Ark., has issued an attractive catalog illus- 
trating and describing various members of 
its handle line, some of which are illus- 
trated in actual colors. Other illustrations 
show the company’s factory brand labels 
in colors. Dealer display cartons are 
shown in the booklet. A price list and 
grading rules, under the United States De- 
partment of Commerce, simplified practice 
recommendation No. 77, is also included in 
the catalog. 





Aluminum Industries Issue 
Water Pump Catalog 


Aluminum Industries, Inc., Cincinnati, 
Ohio, has issued a water pump catalog, 
available to all jobbers. {t contains com- 
plete progressive sizes, enabling jobbers 
to locate parts without difficulty. It con- 
tains a complete listing of all passenger 
cars, including 1931 types and covers a!l 
makes of motors. 

The new catalog places the water pump 
line on the same basis as other replace- 
ment parts and the fact that it is being 
issued at the outset of the winter season 
makes its appearance opportune. 





Borden Issues Condensed 
Catalog No. 32 


The Borden Co., Warren, Ohio, has is- 
sued condensed catalog No. 32. Catalog 
illustrates the Beaver line of tools. List 
prices are quoted in the catalog as well as 
specifications as to size, weight and equip- 
ment. Most of the items described are 
illustrated in actual colors. Repair parts 
are shown in diagram type illustrations 
together with price lists. 





Small Seasonal Increase Registers ; 
Improved Attitude Is Manifest 


tions is, of course, problematical, but 
it at least shows that money is sensi- 
tive to signs of betterment. 

Steel sheet mills are operating at 
about 35 per cent of capacity out- 
put. Demand during the last two 
weeks has been close to 40 per cent, 
but operators are spreading the work 
over a longer period to assure a more 
steady rate of production. 

Automotive demand has improved 
slightly but not in sufficient quantity 
to warrant any forecasts. 

The machine tool market is notice- 
ably quiet. Current orders are for 
single small tools and give no indica- 
tion of business trend. 

Employment has shown no change. 
The number of unemployed continues 
to be large and governmental agencies 
are working hard to alleviate suffering. 


Sheffield Patching Wood 
In 10c. Trial Tube 


The Sheffield Bronze Powder & Sten- 
cil Co., 5815 Kinsman Road, Cleve- 
land, Ohio, has added this 10-cent trial 
tube to its line of Patching Wood. 
This 10-cent trial tube is put up in 
an attractive two-dozen display carton 
so that it can be displayed to advan- 
tage on the counter or table. 
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‘,..and if yez buy any more of 
that stuff that rusts—I QUIT!” 





Corbin Extruded Metal Padlocks are made 
from solid blocks of extruded brass and are 
machined out to receive an all rust proof 
mechanism. 

The mechanism is of the Corbin pin tumbler 
type and provides a practically unlimited number 
of key changes which can be had with master- 
keys and grand masterkeys. 

Corbin Extruded Metal Padlocks are known 
the world over for security, strength, durability 
and correct design. Their worth is proven by 
consistent satisfactory performances at all times 
and under all conditions. 


“It's-a pity” I sez, “that a body can’t leave 
a few knives and forks over night with- 
out ‘em turnin’ red with rust. I'm used 
to workin’ fer the finest people. @ Solid 
Stainless Steel has always been in my 
kitchen and the family would as leave 
eat their victuals off paper plates as have 
a table set with that old fashioned stuff. 
Oh! I know what's what, and I know that 
there ain't nothin’ handsomer than that 
genewine, rich, shiny Stainless.” This is 
the Stainless Age. Why waste effort try- 


ing,to do a volume business in old fash- 


ioned hardware? @ Genuine Stainless 
Steel is manufactured only under the pat- 
ents of American Stainless Steel Company, 
Commonwealth Building, Pittsburgh, Pa. 


Write now for a copy of our new booklet. 


STAINLESS STEEL 
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Reed & Prince products 
are right in accuracy, finish and package. 
You can sell them with the utmost confidence 


of customer satisfaction. 

These and many other types and sizes in 
steel, brass, bronze, Everdur, Monel, Stain- 
less, and other special alloys and plain, 
polished, nickel, copper, blued, galvanized, 
cadmium or chromium finishes. 


Standardize on Reed & Prince products. 


REED & PRINCE MFG. CO. 
WORCESTER, MASS., U.S. A. 


WESTERN BRANCH AT CHICAGO: 3635 IRON STREET 
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Justrite Non-Focusing 
Electric Lantern No. 97 


Justrite Mfg. Co., 2061 South- 
port Avenue, Chicago, II, 
makes the No. 97 Justrite elec- 
tric lantern, which is of non- 
focusing type. It has a 334-in. 
lens and will operate on 2, 4 
or 6-unit cells. The maker 
states that it has a special bat- 
tery hook-up, which will give 
double the burning capacity of 
ordinary flashlights or lanterns. Lantern uses a 244-volt bulb. 
An extra emergency bulb is carried back of the reflector. 
List price is $2, less batteries, but with bulb and extra bulb. 
Dealer discount is 40 per cent. 








Moore Push-Pin Counter Displays 

The Moore Push-Pin Co., Philadelphia, Pa., has just intro- 
duced six new miniature display cases. They are made in 
attractive colors and each display holds a dozen packets of 
each of the company’s major products. When carton is re- 


i. > 
* BUSH-LESS = 


HANGERS toe ur rics 


TO HANG UP THINGS 





ceived the cover may be folded to make a display card. Each 
individual packet has a cellophane window, the size of the 
product is easily seen. Displays will be known as the Moore 
Push-Pin style “C” displays and will show the two sizes of 
Push-Pins and the four sizes of Push-less hangers. 





“Co-Ed” “Edge-Lite”’ 


The Henkel “Edge-Lite” 
Corp.,, 900 North Franklin 
Street, Chicago, IIl., offers the 
“Co-Ed” model “Edge-Lite,” 
which is adapted for standing 
on dressing table or hanging on 
the wall. It consists of an at- 
tractive Egyptian lacquered die- 
cast frame, on the vertical sides 
of which are two sliding lights 
which make it possible to throw 
shadowless light on the face 
and neck, thus making it un- 
usually convenient for make-up 
purposes, says the maker. It is 
made on the same principle as 
that used on “Edge-Lite” bath- 
room cabinets. This model has 
a substantial metal easel, which 
may be converted into a wall 
hanger. It has eight feet of 
connector and a plug for any 
lighting circuit. Among the standard finishes are black, 
green, Chinese red, gold and silver. List price is $19.50. 
Dealer cost is $10.75, in a single carton. 
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Root Anagrams and 
Ski-Scraper Blocks 


The A. I. Root 
Co, Medina, 
Ohio, makes Ski- 
Scraper _ blocks. 
Set No. 100, list- 
ing at $1.00, has 
95 pieces includ- 
ing bridge boards, 
while No. 101, 
listing at $1.50, 
has 130 _ pieces 
including bridge 
boards. No. 102, 
listing at $2.00, 
has 205 _ pieces. 








Blocks are in col- 
ors. Anagrams 
No. 46 has 260 
wooden blocks 
and 60-page book 
of rules and 
games, etc. Sug- 
gested retail sell- 
ing price is $1.00. 


Box measures 
1634 x 7%x1% 
in. 





Hodell Anti-Freeze 


The Chain Products Co., Cleveland, 
Ohio, offers Hodell Anti-Freeze, which 
is said to be non-evaporating, non-cor- 
rosive and harmless to finishes. It con- 
tains no calcium-chloride, salts or other 
injurious chemicals. The maker states 
that it is non-inflammable, that it will 
not overheat motor and that it will not 
foam or boil off. It may be used sea- 
son after season, as it does not collect 
sediment or corrosion, according to the 
maker. Hodell Anti-Freeze is offered 
in one gallon and one-half gallon cans, listing at $4.25 and 
$2.25, respectively. Dealer cust is respectively $3 and $1.60. 
A special Hodell hydrometer for testing is offered to sell for 
the suggested retail price of $2. Dealer cost of hydrometer 
is $1.50. 








Built-In 
Insultenna 


The I.C.A. Insultenna, No. 997, 
a complete aerial and ground in- 
stallation, has everything built in 
and concealed. It is said to do 
the job of a 75-ft. aerial and to 
cut down on interference in addi- 
tion. This equipment has re- 
versible ears for easy installation in old or new buildings. 
Brown bakelite plate is 234 x 4% in. Two I.C.A. solderless 
plugs and one I.C.A. Jiffy grip ground clamp, with 25-ft. 
connecting wire for connecting wire to aerial and ground 
post of radio is included in the equipment. Insuline Corp. 
of America, 23 Park Place, New York City, makes the 
Insultenna. 
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DOUBLE 
LOCKING 












ACCURATE, POWERFUL 
LOCK WORK 





The Big Value PADLOCK 
with Double Locking Bolt 


RETAILS FOR 25c 
A padlock is no stronger than its insides. 
Genuine security can be furnished only by 
actual mechanical parts. 
SECURE LEVER lock work is sturdy, 
accurate, and dependable. 
Look at the picture of the Eagle No. 4309G 
Lock! 
See how the steel’ bolt locks the shackle at 
both nose and heel! 
See how the bolt cannot move until the sturdy 
brass secure levers are set by the key in just 
the right position! 
Real security within this cadmium plated 
case—and assurance to your customer that 
the lock affords him full value in service and 
protection. 


EAGLE LOCK CO, 


EnNCTA 
26 Warren Street New York 
521 Comnerce St. 114 Bedford 


Bronch Offices: 
177-179 N. Franklin St. 
Philodelpnia, Pa. Boston, Mas: 
Works at Terryville, Conn. 





Chicogo, Ill. 
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Paint, Varnish 


Wall Brushes 


347 W. Broadway, New York City 


TRADE 


>P XCELSIORY < 


MARK 








and 


Never 


Get “Bald” 


The painter, decorator or 
home user is  mever 
handicapped by the bris- 
tles or “hair” coming out 
of Excelsior Brushes. 
They're SET to STAY. 
When you sell these fine 
quality, Imported Chin- 
ese Bristle Brushes, you 
ean stake your last dol- 
lar they will give abso- 
lute satisfaction and 
bring customers back for 
more. Good profit.. 


Write your Jobber for 
Prices 














Made by 


Edward E. Robinson 














HOTEL 


INCOLN 


NEW YORK 


44th—4Sth Sts., Eighth Ave. 
** Just a Step from Broadway ”’ 





HERE’S hospitality . . courtesy . . 
cleanliness. .comfort. .. convenience 


4G stories of SUNSHINE 


1400 rooms, each with 
bath— radio— Servidor 


| | Gingle: $3.00—$3.50—$4.00 
| Deuble: $4.00—$5.00—$6.00 


he 
Roy Moulton, Manager 











The Green Witch 
Glider Set 


The Greenwich Novelty Co., 
Greenwich, Conn., offers the 
Green Witch glider set, which 
includes a gun or catapult. 
It lists at $1 for the complete 
set. Front and back wings are made of Balsa wood, while 
the fuselage or center stick is of white wood. Gun or catapult 
is made of white wood, in natural finish. Catapult measures 
24 in. long, while glider is 14 in. The maker states that 
the gun will throw the plane more than 100 ft., and that 
the plane may be made to duplicate most of the stunts of a 
manually operated power ship. Sets are packed in individual 
cartons. 





Star-Rite Carbon 
Are Lamp 1202 


The Fitzgerald Mfg. Co., Tor- 
rington, Conn., offers Star-Rite car- 
bon arc lamp No. 1202, designed to 
produce both ultra violet and infra 
red rays. Lamp operates on 110-120 
voltage AC or DC. It rates 800 
watts, 10 amps., and is for use on 
wall socket only. Each lamp is 
equipped with two sets of Everready 
Sunshine carbons, 6 mm., 3 long, 
which burn to within -3 in. ef-their 
ends, operating approximately 50 
min. A set of goggles is provided 
with each lamp. A sturdy nickel-plated tripod is available. 
It is adjustable to various heights and may be tilted to any 
angle. Tripod S12 lists at $5, $6.25 in Canada. 





Phenix Pedestal 
Folding Table 


The rigid and collapsible Phenix 
pedestal folding table has hardware 
of extra heavy strength, with brack- 
ets which do not interfere with per- 
son’s legs, when set up. The maker, 
Phenix Mfg. Co., Milwaukee, Wis., 
states that locking device prevents 
possibility of accident. Table measures but 2% in. thick 
when folded for stacking. Size of table set up is 30 in. wide, 
7 ft. 10 in. long and 30 in. high. Seating capacity is five on a 





side and one on each end. Top is 
of %-in. matched tongue and 
grooved white pine stock, while ped- 
estal is of 114-in. pine stock. Finishes offered are: White or 
brown oak stained. Hardware is of rustless finish. Net weight 
is 50 Ib. A junior table of folding type for card playing 
and other games is also illustrated. 
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“Daisy” Portable 
‘Electric Hand Lantern 


The Seiss Mfg. Co., Phillips Ave., Toledo, Ohio, offers 
the “Daisy” portable electric hand lantern. It has but one 
handle, which may be used for carrying, standing or hanging 
of the lanterns. Flashes or continuous light may be used by 
use of the toggle two-way action snap switch. Wide range 
of focus adjustment may be made inside of the case without 
interfering with any other working parts. Lock spring auto- 
matically holds adjustment. Case opens and closes on a 





hinge. Two 144-in. batteries and No. 14 focusing bulb are 
used. Case is 34% x 3 x 3 in. There are three types. 
“Family” is mounted on a base and “Sportsman,” which 
will stand upright, is without base. Both models are avail- 
able in either red or green finish. The third or “Bicycle” 


type has universal attachment for fastening to handle bar | 
or handle-bar post. It is available in red, blue or “Silverlac” | 


finish. “Silverlac” is a neutral finish to harmonize with all 
colors used on bicycles. List price is $1.50 complete. Cana- 
dian list price is $2.00. 


Wood Aluminum Alloy 
Shovels and Scoops, 
and Colored Lines 
Wood’s Zephyr-Weight 
aluminum alloy shovels and 
scoops are offered by The 
Wood Shovel & Tool Co., 
Piqua, Ohio, as well as a 
line of shovels with colored 
blades. The aluminum alloy 
line of shovels and scoops is 
intended for special pur- 
poses, where a non-rusting 
tool is needed or where one 
that is acid-resisting is nec- 
essary. The Wood organiza- 
tion also suggests use of the 
aluminum alloy shovels and 
scoops where light weight 
is particularly desirable, 
without sacrificing strength 
or durability. Weight of the 
aluminum alloy line is said 
to be half that of the ordi- 
nary steel shovel. Suggested retail selling price will be about 
three times that of an ordinary steel shovel or scoop. Shovels 
and scoops with aluminum alloy blades and bowls are of- 
fered for packing houses, fertilizer plants, oil refineries, gran- 
aries, foundries, canning plants, irrigation work, snow shovel- 
ing, etc. The line of colored shovels is said to have the qual- 
ity of black shovels plus the attractiveness of the polished 
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demand 


By that 
much 
the sales 


retailer 


Write us 


offer. 





smudge— 
every whiff 
of gas or 
smoke from 
the furnaces 


buildings of 


your city mean 
for PECORA 


FURNACE 
CEMENT. 


of some live 


is increased. 


for special 


Pecora Paint Co. 


4th St. and Glenwood Ave., Philadelphia, Pa. 
Established 1862, by Smith Bowen 








total 

















shovel. Coloring is done with Duco. The vari-colored shovels 
will be available at the same price as a polished shovel. 
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THE RESPONSE 
OF THE TRADE 


to our full page announcement of company 
policy in the October 29th issue of Hardware SA, 
Age has been most gratifying. Are YOU on 
alert to the possibilities in the sale of MILLER 
KEYLESS LOCKS? “Do you realize the 

profit there is in handling this complete line 

of RED DOTS? A complete line of which 

the dealer need only stock the No. 5 and 

No. 10 and the jobber merely a sufficient 
quantity of the others to fill immediate orders. 

Return the coupon for details. 


THE J. B. MILLER 
KEYLESS LOCK CO. 


201 LOCK ST. (Dept. D) KENT, OHIO 


The J. B. Miller Keyless Lock Co. | 
201 Lock St. (Dept. D) Kent, Ohio 
Gentlemen: 
Please send at once further information regarding 


your RED DOT KEYLESS PADLOCKS. (chéck) 


wee eens 


Lt a Se i Dealer 
ADDRESS S. 202 iucis2-22-2s--<- baciasbabt Jobber 
31 3) ee SEAN Bs ssaeesnnnt 
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The Literature of 
Selling 


(Continued from page 37) 


would be handicapped - still 
might make a very satisfactory 
showing. To my mind, intel- 
ligence is more valuable than 
the mere acquisition of knowl- 
edge. However, the lives of all 
great men prove that when there 
is, first of all, intelligence, and 
then intelligence backed up by 
knowledge, the best results are 
achieved. Look at the sacrifices 
some of our greatest men have 
made for an education. Look at 
Abraham Lincoln reading his 
one book by the light from the 
burning logs in the fireplace. 

Then it must not be forgotten 
that many great men have been 
writers. Every school boy will 
remember our old friend Julius 
Caesar. No one will say that 
Julius was not a practical man 
and good at his trade of being a 
soldier. Nevertheless Julius 
wrote his commentaries. We all 
remember — “Omnis Gallia est 
divisa in partes tres.” 

Napoleon Bonaparte, another 
very practical man, was also a 
writer. He wrote the story of 
his life when on the island of St. 
Helena, but this story has never 
been accepted as correct history. 

Coming down to modern times, 
Theodore Roosevelt who was 
certainly an active man and a 
very practical politician con- 
stantly wrote letters, articles and 
books. 

So, to sum up the matter of 
the new literature on salesman- 
ship, let us not pour cold water 
upon these professors of sales- 
manship. Let us, on the other 
hand, however, read their mes- 
sages and study them judgmati- 
cally. Let us apply the test of 
intelligence to knowledge. All 
of us of course have had a young 
salesman and sometimes an old 
one call on us with his prepared 
speech. Sometimes when I have 
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realized that the speech being 
shot at me was “canned,” I have 
interrupted the speaker just to 
see him lose his place and start 
all over again. Once I remem- 
ber when I was a salesman I 
called on old Frank Baackes in 
Chicago. It was to be a very 
delicate interview. I thought 
out my speech on the Pullman 
car the night before, and when 
I was ushered into his office I 
opened up with my little speech. 
Frank listened a minute or two 
and then said: “All right, all 
right, but I know why you have 
come and I know what you 
want.” I immediately gave up 
my prepared talk and we got 
down to tacks. 


Again referring to Dr. Robin- 
son, I think one of his remarks 
about the college man applies to 
the salesman who studies selling 
literature. Dr. Robinson said: 
“College never turned a fool into 
a wise man. A college education 
given to a fool will simply make 
him more foolish. On the other 
hand, a college education given 
to a wise man will make him 
wiser.” 

Therefore let us conclude by 
stating our opinion that the study 
of literature on salesmanship 
will act just like a college edu- 
cation. It may make a fool more 
foolish, but it will make a wise 
man wiser. 





Those “Camouflaged Donations” 


A Matter of “Form” 


PurapeLtpHiA, Pa.—I greatly enjoyed 
your article “Camouflaged Donations,” and 
“Just Another Racket,” appearing in the 
Oct. 22 issue. 

Requests for special cooperative adver- 
tising reach my desk every few days. I es- 
timate that we receive on the average of 
five letters a week from dealers and job- 
bers throughout the country. 

To take care of these cooperative news- 
paper and program advertising stunts does 
not consume a great deal of my time, for 
I have prepared a form letter which is sent 
out immediately in answer to requests for 
this type of advertising. A copy of the 
stock letter, which is individually typed 
when sent to dealers and ‘jobbers, is in- 
closed. It tells you of our policy that has 
been in effect for a long time. 

Keep up the good work! 

Georce E. Hopr, 
Advertising Manager 


Henry Disston Sons, Inc. 


Form Letrer Usep sy Mr. Hopr 


Name of dealer or jobber 
Address 


Gentlemen: 

We were much interested in your 
ee er ae 

Progressive advertising, carefully 
planned and carefully carried out, 
builds business and we are interested 
to know of the plans of our distributors. 

For many years, the House of Disston 
has carried on a large and consistent 
advertising campaign. Disston sales 
messages have appeared in the most 
popular magazines in your locality, the 
Saturday Evening Post, Popular Me- 


chanics; Popular Science Monthly, etc. 
In addition to this, we offer many kinds 
of advertising material for the use of 
our distributors. 

You will readily understand that re- 
quests for special advertising reach us 
every few days. It is out of the ques- 
tion for us to comply with all. At the 
same time, it is not possible for us tu 
discriminate in favor of some and 
against others. It is necessary, there- 
fore, in fairness to all, that we decline 
all use of this special local advertising. 

We are sure you will understand the 
conditions which make it necessary to 
adhere to our policy without any ex- 
ceptions and will not feel that what we 
have said in, this particular instance 
implies any unwillingness to cooperate 
in your sales promotion work in- every 
way open to us. 

Very truly yours, 
George E. Hopf, 
Advertising Manager. 





Just Hi-jacking 

Dattas, Tex.—We read with a great 
deal of appreciation, your article in the 
Oct. 22 issue of Harpware AcE, entitled 
“Just Another Racket.” 

We have always felt that this class of 
racketeering was on par with and just as 
vicious as the hi-jacker who uses the gun, 
and we certainly want to commend you on 
this expression ef yours. If we spent the 
money on this rotten kind of advertising, 
and donated prizes for all the different 
kinds of “damn fool tournaments” they 
have, we wouldn’t have any money to buy 
merchandise. 

Yours very truly, 
E. B. Reep. 
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| A Very Popular Seller 


This handy table or 
bench model machine 
with Enamel Pan is a 
popular seller to all 
who have to prepare 
shaved ice. It has a 






(Hand Powsr) new three-blade cutting 
Cen Oe. 6 ES head and removable 


cutting knives adjust- 
able to shave either 
coarse or fine. 


The CLAWSON 
ICE SHAVER 


always shaves the ice into uniform size crystal 
flakes. No lumps or chunks. Simple, durable, 
highly efficient. Sizes and styles of Ice Shavers 
(Hand Power or Electric) for every requirement 
up to 300 Ibs. per minute capacity—all backed by 
30 years’ experience and a Guarantee of Complete 
Satisfaction. All attractively finished. Write for 
Folder which describes all styles and let us quote 
prices which allow for a real profit. 


CLAWSON MACHINE CoO. 


FLAGTOWN, N. J. 
PIONEER MANUFACTURERS AND INVENTORS OF ICE SHAVERS 














“RICH” Quick 
for LADDERS! 


The RICH Line includes ladders 
for every purpose — enabling 
you to meet every requirement 
of every customer seeking a 
better, dependable ladder. All 
RICH Ladders are carefully 
made of finest grade, selected 
West Coast spruce; strong, light 
in weight and SAFE. 


Complete catalog and _ prices 
mailed on request. Write NOW! 





The Rich Pump and Ladder, Co. 
CINCINNATI, OHIO 


RICH 


LADDERS 
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' houses need Vimlite for winter protec- 





No Piece of Vimlite Has Ever Failed 
ome CT NAME eluate) (-ti-MbTehilsielaitela| 


The Flexible Health Glass 


Opens Up a New Marker! 
This GREENHOUSE 
17‘ x 12%’ 
for less than 


$100 Complete “ 


Count the farmers, the truck-gardeners, the nurserymen in 
your community; add many of the home-owners...then 
you'll have the market for our new Vimlite Greenhouse. 





When these men learn that they can build a roomy 17 x 
124-foot greenhouse for less than $100.00can’t youimagine 
the sales you are going to make? And the Vimlite sale. . . 
525 square feet is large enough to bring youin a good profit. 


Telling Them About It 


Your customers, right now are 
being told about this practical 
new use of Vimlite in advertise- 
ments in their favored publica- 
tions. Many will be in soon ask- 
ing you about it. Will you be 
ready to fill their orders? 





Vimlite Covers Many Needs 


But the new greenhouse is only one of 
many Vimlite fields. For hot-beds and 
cold-frames this unbreakable material 
is ideal. Laying houses and brooder 





tion. Use Vimlite over windows in barns, sheds, live-stock houses 
—windows and porches of homes, camps, shacks, Customers among 
the factory owners, uses in the theatrical field. 


Better By Test 


Vimlite admits more of the health-giving ultra-violet ray (which 
ordinary glass fails to do). Vimlite is tough and lasting, although 
light in weight. One square yard will support a man’s weight. Its 
heavy coating resists breakage; is air-tight, water-proof, rust-proof. 
It is backed by Opal reinforced wire cloth. 


Free VIMLITE Dispenser 


A colorful, enameled steel dispensing rack is given free to all Vimlite dealers. A 
practical salesman in itself. Taking only 3-feet of table space this dispenser holds 
full-sized rolls or cartons, enables you to pull out the material and cut to desired 

length. Also has pockets for folders and samples. 


Vimlite is sold in 28 and 36-inch 
rolls—50and100-feet long. Packed 
in strong corrugated cardboard 
containerswhich keep stock clean. 


Vimlite is distributed 
exclusively through 
well-known hardware 
jobbers to independent 
retail stores. 





New York Wire Cloth Company, 342 Madison Avenue, New York 
No Piece of Vimlite Has Ever Failed 


to Give Complete Satisfaction 





New York Wire Cloth Company, 342 Madison Ave., New York City, N.Y. i 


| Send me FREE Sample and complete Vimlite data. Also blueprint of 3 
new Vimlite Greenhouse. 


4 O I now stock Vimlite. Send me folders, samples, etc., for distribution. i 


NORD Chast at ca daehli cant cc caRstecedscnceacasausatoawaace i 

IN ch eek cite its tcal dittlinal caches ith ils piel igeenanine tape avninnarnie eens an tnraeiitipaeinietnds 

HA 11-19 

Sis abc dchemiahat ahh edetrins encabheobsieen I onic sins aitieitiniiotn 
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Quick Profits for Dealers 


Our new one-dozen Displays of 


Moore Push-Pins 


and 
Moore Push-less Hangers 








Attract attention and will bring you many 
additional sales. 


Order through your Jobber, or write 
for full information. 


MOORE PUSH-PIN CO. 


113-125 Berkley St., Philadelphia, Pa. 












ASK YOUR JOBBER ABOUT THE 

STRIKING CHRISTMAS DISPLAY- 

MATERIAL ON EVEREADY ELEC- 

TRIC CANDLES AND EVEREADY 
WALLITES 


Now is the time to begin cashing in on 
the sales that these displays will pro- 


duce. They’re free! 











INCREASE 


your 
oven sales 


Nesco features mean the 
greater value that wins more 
customers. Full tin lined — 
double walls, asbestos insu- 
lated — heat indicator — air 
circulation—heat deflector— 
two locks. Specify ‘*Nesco”” 
to your jobber. 

Nationa, ENAMELING AND 
Stampinc Company, Inc. 
13 12th St., Milwaukee, Wis. 


The Nationally 
Advertised Trade Mark 








Most imitated nozzle on 
the market—that’s the 
Boston Nozzle. Never 
equalled in quality. 
Simple. Substantial. 
Fastest seller anywhere. 
Each nozzle packed in 
separate carton. 12 car- 

» tons in full color 
lithographed dis- 


















play packages. 
. THE 
4 BOSTON 
wy, NOZZLE 








BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 
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| Convention Calendar 


CALIFORNIA RetarL HARDWARE AND IMPLEMENT As- 
| SOCIATION CONVENTION AND EXHIBITION, Sacramento 
| Memorial Auditorium, Sacramento, Feb. 9, 10, 11, 1932. 

LeRoy Smith, secretary, 112 Market Street, San Francisco. 


IpAHO RetTarL HARDWARE AND IMPLEMENT DEALERS’ 
| ASSOCIATION CONVENTION, Bannock Hotel, Pocatello, Jan. 
20, 21, 22, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 


INDIANA RetTAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, State Fair Grounds, Indianapolis, Jan. 
26, 27, 28, 29, 1932. G. F. Sheely, secretary, 911-913 
Meyer-Kiser Bank Bldg., Indianapolis. 





Iowa RetatL HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


ILtinoIs Retart HARDWARE ASSOCIATION CONVENTION 
| AND Exuisit. Headquarters and meetings, Hotel Sherman, 
Chicago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Mer- 


| chandise Mart, Jan. 11 to 16. Paul M. Mulliken, manag- 
| ing director, 114] Merchandise Mart, Chicago, III. 


Kentucky HarpwARE & IMPLEMENT ASSOCIATION Con- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
19, 20, 21, 1932. J. M. Stone, secretary-treasurer, Room 
9, Seelbach Hotel, Louisville. 


MicHIcAN Retail, HARDWARE ASSOCIATION CONVENTION 
AND ExuIBITION, Detroit, Feb. 9, 10, 11, 12, 1932. Harold 
Bervig, secretary, Marine City. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


Missourrt RetarL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, New Hotel Jefferson, St. Louis, Feb.- 16, 
17, 18, 1932. F. X. Becherer, secretary, 5106 North 
Broadway, St. Louis. 


MonTANA IMPLEMENT AND HARDWARE ASSOCIATION 
ConvENTION, Billings, Feb. 11, 12, 13, 1932. A. C. Tal- 


mage, secretary-treasurer, Bozeman. 


Mountain STATES HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Denver, Colo., Jan. 18, 19, 20, 1932. 





| 


| Headquarters, Cosmopolitan Hotel. John T. Bartlett, sec- 


retary? 2005 Mapleton Ave., Boulder, Colo. 


NATIONAL House FuRNISHING MANUFACTURERS AsSO- 
CIATION, FirtTH ANNUAL ExuHIBIT, Stevens Hotel, Chicago, 


| Jan. 10-16, 1932. Warren Edwards, secretary, Room 1203, 
| Builders Bldg., 228 N. La Salle St., Chicago, Ill. 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Omaha, Feb. 2, 3, 4, 5, 1932. Exhibition 
will be held at Omaha Auditorium. Headquarters, Paxton 
Hotel. George H. Dietz, secretary, 414-419 Little Bldg., 


Lincoln. 


HARDWARE AGE. 











New ENGLAND RETAIL HARDWARE DEALERS ASSOCIATION 
‘CONVENTION AND ExursttTion, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler. 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 

New York StaTE Reta HarpwaRE AssociaTIon Con- 
VENTION AND Exposition, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden; headquarters, 
Hotel Edison, Forty-seventh Street, west of Broadway. 
J. B. Foley, secretary, manager, 510 Hills Bldg., Syracuse. 


Norta Dakota Retart HarpwarReE Association Con- 
VENTION AND EXHIBITION, Fargo, Feb. 10, 11, 12, 1932. 
C. N. Barnes, secretary, Grand Forks. 

Onto HarpwarRE ASSOCIATION CONVENTION AND EXHI- 
BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 
Bank Bldg., Dayton. 

OKLAHOMA Retart Harpware AssociaATION CONVEN- 
TION AND ExuHiBiTion, Shrine Temple, Oklahoma City, 
Jan. 26, 27, 28, 1932. Charles F. Nelson, secretary, 207- 
208 Bloomfield Bldg., Oklahoma City. 

Orecon RetTait HARDWARE AND IMPLEMENT DEALERS’ 
AssociATION CONVENTION, Multnomah Hotel, Portland, 
Feb. 2, 3, 4, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 

Paciric NorTHWEST HARDWARE AND IMPLEMENT AsSo- 
CIATION CONVENTION, Winthrop Hotel, Tacoma, Wash., 
Jan. 27, 28, 29, 1932. E. E. Lucas, secretary, Hutton 
Bldg., Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INc., CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearce, managing director, Wesley Building, Philadel- 
phia. 

South Dakota Reta, Harpware Association Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis. 

SouTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CoNnvVENTION, in conjunction with a Modern Home Show, 
Los Angeles, dates to be later decided. J. V. Guilfoyle, 
secretary, 420 E. 8th St., Los Angeles. 

Texas HARDWARE AND IMPLEMENT ASSOCIATION Con- 
VENTION, Gunter Hotel, San Antonio, Jan. 19, 20, 21, 
1932. Dan Scoates, secretary, College Station. 

West Vircinta Retart Harpware Association Con- 
VENTION, Clarksburg, Jan. 19, 20, 21, 1932. H. B. 
Clower, secretary, Box 127, Oak Hill. 

WesTeRN Retait IMPLEMENT AND HarRDWaRE AssSOcIA- 
TION CONVENTION AND HarpDwaRE SHow, Kansas City, 
Mo., Jan. 19, 20, 21, 1932. Headquarters, Hotel Balti- 
more. Convention sessions, Missouri Theatre; Hardware 
Show, Convention Hall. H. J. Hodge, secretary, Abilene, 
Kan. 

Wisconsin Reta HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Milwaukee Auditorium, Feb. 2, 3, 4, 5, 
1932. B. Christianson, secretary, Stevens Point. George 
W. Kornely, exhibit manager, 3374 North Green Bay 
Ave., Milwaukee. 
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SAMSON CORDAGE WORKS 


BOSTON, MASS. 


ete) 5 OOO). 9D, 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


vs ’ ; 
Send for catalogue. samples and selling information 











BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
»8URe |} tomers for over 
SLOERING PASI! 23 years. 


Wace) 


BURNLEY BATTERY & MFG. CO. 
NORTH BAST, PENN. 


Sample free 

















No Work Too Heavy For The COES 


Sell it for Any service—it will do the work and save 
time and labor on every job. Its ALL STEEL con- 
struction has never failed. Seven sizes: 6” to 21”. 


Sold by leading jobbers. 
BEMIS & CALL CO., Springfield, Mass. 




















,y BRUSH-NU | 


BALTIMORE MARYLAND \ 











































CLASSIFIED OPPORTUNITIES 






Samples of merchandise, literature, catalogs, etc., requiring more then ordinary reforwarding postage should not be addressed to box numbers. 





HELP WANTED 


One Cent s Word; Minimum Fifty Cents per Insertion 
1-Insh Box Display......... 0 0:0.0.000020b0000rdsvcsccvecesos $5.00 
Feur Consecutive Insertions, of Box Displays—10 Per Cent Discount 





HARDWARE CLERK for large suburban store. Only experienced man 
mecd apply. State in detail—age, experience, nationality, salary. Address 
Boa J-536, care of Harnpwarz Acz, New York City. 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 

Advertisements from ployed pted free of charge; inserted in two 

consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 








WANTED POSITION in any capacity by young married man 33 years 
of age. Will go anywhere. Have had 16 years’ experience in Sporting 
Goods and Hardware. Thoroughly experienced in retail and wholesale 
merchandising. Three years traveling for large national jobber. Seven 
years with large Sporting Goods department specializing in guns and fishing 
tackle for high class trade. Five years with large Sporting Goods Jobber. 
Experienced in buying and merchandising both hardware and sporting 
goods. Will accept position either in hardware or sporting goods line in 
any capacity. Interested in opportunity more than immediate salary. Can 
furnish best of references. Address Box J-547, care of HARDWARE AGE, 
New York City. 





EXPERIENCED TRAVELING SPECIALTY SALESMAN wants to 
sell for manufacturer. Have sold Hardware, Auto, Mill, Mine and Factory 
Supply Jobbers in most of the United States and Canada, also some Rail- 
roads and large Industrial Plants. Nominal salary and expenses. Honest,- 
active, clean cut, convincing talker. I know-how to sell goods. Can you 
= a hustler. Address Box J-545, care of HarpwarE AcE, New York 

ity. 





POSITION WANTED —Retail hardware man, married, fourteen years’ 
experience as manager of store selling hardware, paints, tools, plumbing, 
electrical and mill supplies and farm machinery. Would like to locate 
with some reliable firm who wishes a man who can assume entire responsi- 
bility. No objectionable habits and can furnish excellent references. Ad- 
dress Box J-546, care of HArpware Ace, New York City. 





EXPERIENCED HARDWARE MAN, forty-two years of age, single, 
sober and industrious. Twenty years’ experience in wholesale and retail 
hardware business as manager, buyer and salesman. Want a position of 
responsibility and trust with some reliable firm, Can furnish good refer- 
ences. Moderate salary. Middle West or South preferred. Address Box 
J-462, care of Harpware Ace, New York City. 





CATALOG compiler, 15 years’ experience with hardware jobbers and 
catalog printers. Have manageed catalog and pricing departments for sev- 
eral jobbers. Thoroughly acquainted with all standard brands of hardware 
in any department. Character and references will stand close inspection. 
Address Box J-550, care of HAarDwARE Ace, New York City. 


POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from pleyed pted free of charge; inserted in twe 
consecutively weekly issues. Box number address may be used. All replies 

will be forwarded by us pvust paid. 








YOUNG MARRIED MAN 30 years of age, desires position with reliable 
wholesale or retail hardware concern, in house or on road. Have had five 
and one half years’ experience in wholesale hardware, four and one half 
retail, and two years on read. Can furnish good references. W. H. Cherry, 
Byron, Georgia. 





SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Limes......cscccccccccessscccscs $8.00 
l-Inch Box Display..cccccccccccccscccccccccccccccccccccccs 95.00 
Four Censecutive Insertions, 10 Per Cent Discount 





SALESMEN WANTED in various sections of the country to sell estab- 
lished complete line of paint brushes. Liberal commissions. David Linzer 
& Sons, 10-20 Astor Place, New York City. 





ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
Ib. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. 





SALES ACCOUNTS WANTED 


Set Solid, Minimum of Five Limes......escscscccccscsscceses $3.00 
1-Inch Box Display......-ssseeeeee8 60000700000 csee00esee'e $5.00 
Four Consecutive Insertions, 10 Per Cent Discount 





AN UNUSUALLY HIGH CLASS MAN of high reputation and wide 
acquaintance among Hardware Jobbers and allied Steel Products quantity 
consumers is opening a sales agency in Cleveland, Ohio, to serve Cleveland 
and surrounding territory. If you are a manufacturer of a quality product 
sold through the jobber and to large consumers and are not satisfactorily 
represented in that territory, you now have an opportunity to make a 
—— connection. Address Box J-551, care of Harpware AcE, New 

or. ity. 





MANUFACTURERS REPRESENTATIVE. | New high class organiza- 
tion being formed for hardware and housefurnishing trade, Metropolitan dis- 
trict of New York. Head has broad acquaintance, twelve years standing. 
Your chance for aggressive hard hitting, thorough representation in world’s 
greatest market. Electric, gas stoves, ranges, heaters, other items. Ad- 
dress Box J-543, care of Harpware Acg, New York City. 





WANTED—Hardware and Housefurnishing hardware for Chicago and 
Central West territory calling on Hardware Jobbers and Department Stores. 
Fifteen years’ experience selling this trade. Address Box 7443-A, care of 
Harpware AcE, 1507 Otis Bldg., Chicago, Illinois. 





DIRECT-MAIL-MAN of unbroken promises and unbroken words, mer- 
chandise experience 14 years Eastern States; complete house to house sales- 
force available for missionary sales work. Energetic, best of references, 
character, ability, married, 36 years. Leave salary open for interview. Ad- 
dress Mr. H. Barnett, 4401 Atlantic Ave., Sea Gate, N. Y. 





HARDWARE SALESMAN, 11 years’ retail and one year wholesale hard- 
ware experience in all its branches wishes opportunity to connect with New 
York Jobber, willing and conscientious worker, real live wire, salary secon- 
dary to opportunity, references. Address Box J-542, care HARDWARE AGE, 
New York City. 





BUILDERS’ HARDWARE MAN: Age 37, Married, 22 years’ experience 
on contract work with Manufacturer Jobber and Retailer. Familiar with 
Corbin, Yale and Russwin Jines. Prefer immediate connection but will con- 
od Jan. 1st opening. Address Box J-541, care Harpware AcE, New York 

ity. 





HARDWARE MAN, 35 years of age with 14 years’ experience in general 
hardware, plumbing, electrical work and has specialized in hot air heating. 
Has also had commercial training. Will take job in any part of the country. 
Address Box J-544, care of HarpwareE Ace, New York City. 





YOUNG MAN, twenty-eight, married, twelve years merchandising and 
selling, wants opportunity to manage hardware store doing $100,000 annually 
or more. Best of references regarding character, capabilities and experience. 
Address Box J-540, care Harpware AGE, New York City. 





WANTED POSITION in retail store by experienced builders-and gen- 
eral hardware man. Ten years with one concern. Willing to locate any- 
where. Can give best of references. Address Box 7442-A, care of Harp- 
ware Ace, 1507 Otis Building, Chicago, Illinois. 





SALESMAN, married, 33 years of age, desires connection with reputable 
concern catering to hardware and department store trade in Metropolitan 
New York. Fine record, references. Address Box J-549, care of Harp- 
ware Ace, New York City. 





POSITION _WANTED—Builders’ Hardware Salesman and Manager. 
14 years’ experience, 38 years of age, married, college graduate. Can write 
specifications and take off plans. Have handled mostly “Yale” and ‘“‘Sar- 
gent” Hardware but familiar with other leading lines. Willing to start at 





moderate salary wherever there is a future. A worker. Address Box J-539, 
care Harpware Acg, New York City. 
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BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Limes....... poccccceccosccoccocs | GRSO 
ldmel Box Display. .cccciccccccccsccccccccccvcces cet cesee 
Four Consecutive Insertions, of Box Displays—10 Per Cent Discount 





HARDWARE STORE for sale, good location. Big chance for right 
party. Reason for selling, other business connections. Address Box J-548, 
care of Harpware Ace, New York City. - 








iP Hy 


WANTED | 


To buy controlling interest in a good 


retail or wholesale hardware store 


or mill supply business that has possibilities of 
profit if well financed. Desire present owners to 
continue to manage the business if they show they 
are capable. Satisfactory salary arrangements can 
be made, with a share of the profits. Prefer this 
in a town of one hundred thousand people or more, 
but would consider small town. Give full informa- 
tion first letter, annual business, major line carried, 
possibilities of profit, present salaries paid and what 
might be expected if well financed in the way of 
profit. Answer immediately as quick action is 
necessary. Address Box No. J-513, c/o Hardware 
Age, New York City. 











HARDWARE AGE 
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INDEX TO ADVERTISERS 











THE ADVERTISERS INDEX is published as a convenience and not as a part of the rtising contract. 
No allowance will be made for errors or failure to insert. 


adve Every 


care 


will be taken to index correctly. 
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They’re 
Looking for 
the Rooster 


Since the Wright 
Rooster trade-mark 
was introduced con- 
sumers look for it 
when they are in 
the market for 
Poultry Netting. 


At Your Jobber 


G. F. Wright 
Steel & Wire Co. 
4 Worcester, Mass. 
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50 years on a DOOR 
good for 50 years more 


<< 


SSS) (= 
Ox x a 18 @ fu 
' 








e 
The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinge—truly an astounding record. 
These Historic Hinges can be seen at ow factory 


TRADE MARK 


Milliens and Millions of Peepie 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 








THERE’S PROFIT IN DOORS THAT NEED 


ILCO KEY-BLANKS 


O 
o 


And there’s a reason for that 
profit! ILCO has put its entire 
resources into encouraging the 
key-cutting business. Branch 
offices located at strategic 
trade centres throughout the 
country bring you unequalled 
ILCO service. Continuous study 
is given to ILCO products to 
maintain their high quality. 
ILCO is accepted everywhere 
as standard because of its guar- 
anteed quality, its reasonable 

. price range and the prompt 
service it offers. It will pay 
you to investigate the oppor- 
tunity offered by ILCO key- 
blanks. Act now! 





THE INDEPENDENT LOCK COMPANY 


FITCHBURG 
MASSACHUSETTS 
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Profits 


The Wolves of Lenox, at- 

tractively packaged in plaid. 

are one certain means of 

steadily increasing hack saw 

business from your customers 
and prospects. 


Pat them to work for you. Watch 
them bring you gr and ¢ 
profits. 





Write for details of strong sales plan 
backing these famous hack saw blades. 


AMERICAN SAW & MFG. CO. 
Springfield Massachusetts 


HARDWARE AGE 
















THE FASTEST 


GROWING 
CHAIN STORE 










Why not own a chain store?.. ¥ : aa wall TD ay 
P 17. oe 2% ~ —- > oe" * 
a Hodell Chainstore answers e a : ee 





the first principle of yo mit | 
good merchandising... f{ Ht) | : 


GOOD DISPLAY! 


The Hodell Chain- 
store is a con- 











































































































venient floor 
merchandiser that 
stocks, displays, and 
sells a complete line of 
chain. Made entirely of steel 
and accommodating standard 
size steel reels which turn easily in 
their sockets. On top of the Chainstore 

is a measuring guide and a shelf for the 
display of packaged items. There are three 
different standard assortments of Hodell coil chain, 
anyone of which constitutes a complete stock. 
Three assortments of dog leads in assorted Duco 
colors come with each Chainstore. 






















THE CHAIN PRODUCTS COMPANY 





Complete with a practical assortment of Hodell Chain ond Cooper Avenue ‘ —— oy 
. . : . ‘ I like modern tixtures. Tell me how I can get a 
— famous for its quality since 1886. Be in a class by Salil Ctnainabaee, 





yourself. Get details on the Hodell Chainstore quick. 
Name _ _— —_ 















Address___ ee 
THS SHAN) PROVUCTS £YI — ee 
COOPER AVE. AND PENNA. R.R. .. CLEVELAND, OHIO Jobber _ 





Established 1886 
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THROUGH 93,000,000 MILES OF SPACE 
only to be stopped by ordinary window glass 


Speeding through space—i86,300 miles per sec- 
ond, the shorter (more valuable) ultra-violet rays 
of sunlight reach the earth in about eight minutes, 
yet a piece of ordinary window glass will stop 
them. Lustraglass, however, transmits a substantial 
amount of these all important rays of sunlight, yet 
costs no more than any good window glass. 
Lustraglass can and should be used for all glaz- 


ing purposes. It is a clearer, flatter, more lustrous 


a 


window glass, the “whitest” of all glass made for 
windows—an obviously superiér product even to 
the eye of the casual observer. Lustraglass, the 
ultra-violet ray window glass, will make a building 
more rentable, salable and... livable. It has no 
“equal.” Write for Booklet A-430. « AMERICAN 


WINDOW GLASS CO., Fifth Ave., Pittsburgh, Pa. 


Also makers of Lustrawhite Picture Glass - Armor-Lite Safety Glass and Bullet- 
Proof Glass - Tintaglass ~- Photographic Dry Plate Glass - 3/16” and 7/32” 
Crystal Sheet Glass - Ground Glass - Chipped Glass - Bulb Edge Glass. 


-*FTUSTRAGLASS , ° 


the uffra violet HY window glass acre e 


| 
USTRAGLASS 
Merisessem | 


IT COSTS = NO MORE 


AMERICAN 
wimeow cute co. 





HARDWARE AGE 








